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Story of the Week 


According to Detroit Free Press 
’ Columnist Mark Beltaire, a promi- 
nent automobile executive received 
congratulations from office friends on 
his 16th wedding anniversary. 

“Holy smokes!” he_ ejaculated. 
“I'd forgotten it.” 

Thereupon he ordered a dozen 
roses sent out to his home. 

Upon arrival there that night his 
wife inquired: ‘What are the flowers 
for, dear?” 


Add Russian Stories 


An English fellow-traveler took a 
trip through a model Russian fac- 
tory, a subscriber in London writes 
us, and the following conversation 
ensued: 

“During the first year we produced 
5,000; the second year, 50,000; the 
third, 500,000. This year we'll prob- 
ably make a million,” boasted the 
Bolshevik boss. 

“May I ask what you are produc- 
ing?” 

Managing Director Fuhkovski 
pulled a brass tag off the conveyor 
line for his visitor to inspect. It 
read: 

“This machine is broken.” 


Discharged after six years of unin- 
terrupted service abroad in Stalin’s 
armies, Ivan Ivanoffalitch returned 
home. To his consternation his wife 
was nursing a baby. 

“Who was the man?” he thundered. 
“Was it cousin Nicholas?” 


“No.” 

“Was it my friend Ilya?” 

“No.” 

“Was it my _. Obrother’s friend 
Andreyov ?” 

“No. Don’t you think I have 


friends of my own?” 


Gag of the Week 


“There are three things a woman 
can make out of nothing—a hat, a 
salad, and a quarrel.” 

—Wall Street Journal 


Philosophy of the Week 


“Everybody must have remarked 
how well those live who are com- 
fortably and thoroughly in debt; how 
they deny themselves nothing; how 
jolly and easy they are in their 
minds.”—-WILLIAM MAKEPEACE THAC- 
KERAY in his novel, Vanity Fair 


“This I set down as a positive 
truth. A woman with fair opportuni- 
ties, and without an absolute hump, 
may marry whom she likes.’””—THAC- 
KERAY in his novel, Vanity Fair 


What They Want 


Macon store of the Georgia Power 
Co. recently received a letter from a 
corporal who is stationed somewhere 
in the Korean area. This soldier asked 
for a booklet on refrigerators. 

“I want to make my daughter a 
present of one,” he wrote. “If I make 
it back home, I want to have every- 
thing right when I get there.” 

The Macon office complied with the 
request, and shortly thereafter re- 
ceived another letter from the soldier 
with a check for the full price of the 
refrigerator he had selected. The 
r-frigerator was delivered and _ in- 
S.alled promptly. 


Voney In Trade-Ins 


’ealers who figure the trade-in 

‘mess is a losing proposition can 
ta e heart. 

“1 Allentown, Pa., Mrs. John Kropf 

ght a new electric refrigerator 
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FRB May Attack Consumers Buying 20% More Than Hotpoint 
‘No Money Down’ Can Produce Under Materials Restrictions 


Abuse by Dealers 


WASHINGTON, D. C.—A Federal 
Reserve Board drive against appli- 
ance dealers who are _ violating 
Regulation W appeared in the offing 
last week. 

Methods of putting a stop to cur- 
rent practices allegedly designed to 
get around the law were under dis- 
cussion by FRB officials and staff 
technicians of the Senate-House 
“‘Watchdog’”’ Committee on Defense 
Production, it was revealed by a com- 
mittee spokesman. 

Following a closed meeting of the 
committee, the spokesman said Con- 
gress intended that under the relaxed 
provisions of Regulation W, trade-ins 
must have a “bona fide value” and 
not be used to circumvent the con- 
trols. 

The FRB drive shaped up as many 
dealers continued to run advertising 
featuring “no money down’”’ state- 
ments which indicated that any 
trade-in would meet the full require- 
ments for a down payment. Better 
Business Bureaus and some in the 


(Concluded on Page 17, Column 2) 


OPS Starts Cases 
Against Violators 


WASHINGTON, D. C.—Hearings in 
initial cases under two Office of Price 
Stabilization regulations were to be 
held in Michigan, Louisiana, Minne- 
sota, and North Dakota as a result 
of the nationwide drive to secure 
full compliance with OPS regulations 
by all retail stores, restaurants, and 
other eating and drinking establish- 
ments. 

Scheduled for hearing in the United 
States District Court in Michigan on 
Sept. 4 is the first case in that state 
under Ceiling Price Regulation 7 re- 
quiring retail stores to file price 
markup charts . 

The defendant, the Globe Tile Co. 


(Concluded on Page 17, Column 5) 


Narva Tells Senate Group 
It Favors Tax on Co-ops 


CHICAGO—The National Appli- 
ance & Radio Dealers Association has 
gone on record as favoring a pro- 
posed amendment to the tax bill be- 
ing written by the Senate Finance 
Committee which will tax undistrib- 
uted earnings of cooperatives. 

In a telegram to Senator John J. 
Williams (Del.), author of the amend- 
ment, Mort Farr, NARDA’s presi- 
dent, reiterated the stand he took 
before House and Senate committees 
reviewing the question of excise taxes 


(Concluded on Back Page, Column 5) 


Food Chain Assn. Will | 
Meet Sept. 23 to 27 


WASHINGTON, D. C.—Exhibits of 
the newest food store and office equip- 
ment, fixtures, and supplies will be 
displayed by more than 60 manufac- 
turers at the 18th annual meeting of 
the National Association of Food 
Chains here Sept. 23-27, it has been 
announced by A. D. Davis, of Jack- 
sonville, Fla., chairman of the NAFC 
board of directors. 

“The exhibits will give the more 
than 1,800 executives who will attend 
the meeting an opportunity to study 
a wide variety of the latest develop- 


(Concluded on Page 4, Column 2) 


WHITE SULPHUR SPRINGS, 
W. Va.—Aggressive selling will as- 
sure full profits and a continued high 
sales volume for appliance dealers 
throughout the “middle term” of the 
nation’s dual economy. 

So Hotpoint distributors and deal- 
ers from east of the Mississippi were 
told here at a two-day sales con- 
ference held to launch a new Fall 
merchandising program. . 

“Oversupply” rumors were called 
groundless by the company’s mar- 
keting officials who stated that al- 
though all Hotpoint factories are 
operating at peak production levels 
allowable under materials _restric- 
tions, consumer purchases are cur- 
rently running almost 20% above 
supply. 

James J. Nance, Hotpoint presi- 
dent, said “appliance supplies are 
dwindling as increasing amounts of 
scarce materials go into defense pro- 
duction. There is no ‘oversupply’ now 


and there will be no oversupply at 
the start of 1952. 

“I hope that restrictions do not 
bring a period of shortage because 
it isn’t good for consumers, dealers, 
distributors, or the factory,’’ the 
Hotpoint executive said, ‘but we must 
be realistic and face the situation 
that the national defense effort is 
creating. 

“The facts and reports given to 
you prove conclusively that appliance 
values have never been as great as 
they are today,’”’ Nance declared. 

“During the last quarter of 1951 
good appliances at fair prices will be 
available but distributors and dealers 
must realize that the ‘seller’s market’ 
caused by scare buying is over. Hard- 
hitting specialty selling is now needed 
to maintain a healthy sales volume.” 

Edward R. Taylor, vice president, 
marketing, said dealers must be 
especially cautious about falling into 


(Concluded on Page 4, Column 4) 


New Price Control 
Law In Draft Stage 


WASHINGTON, D. C.—It may be 
December before manufacturers can 
adjust their price ceilings under the 
new economic controls law, accord- 
ing to predictions made by some top 
OPS officials. 

A preliminary draft of the new 
regulation to replace or supplement 
CPR-22 and CPR-30 was shown to 
a selected group of industrialists last 
week, but the government agency 
indicated that it might take several 
more weeks to complete the new 
order. Then manufacturers would 
have to be given time to figure out 
their new prices under the order, so 
it would be some 90 days before the 


(Concluded on Back Page, Column 2) 


Frigidaire Shows 
New Dehumidifier 


DAYTON—A new, compact elec- 
tric dehumidifier of rectangular shape, 
which will filter room air as well as 
remove excess moisture, has been de- 
veloped by Frigidaire division of Gen- 
eral Motors for home and business 
use, reports H. M. Kelley, appliance 
sales manager. 

The new dehumidifier is designed 
specifically to combat excessive mois- 
ture, a costly intruder in the home 
and business, which every year 
causes thousands of dollars worth of 
damage to household goods, machin- 
ery, and stocks of merchandise. With- 
out materially increasing room 
temperatures, the new unit will re- 
duce the humidity of an enclosed 
space up to 8,000 cu. ft. in size. 

The new rectangular shape of the 
1951 dehumidifier permits more con- 
venient placement, Frigidaire claims. 
It will fit under counters or tables or 


(Concluded on Back Page, Column 1) 


_WSB To Study Program 
For Commission Salesmen 


WASHINGTON, D. C.—Formation 
of a six-member panel to study ap- 
plication of the wage stabilization 
program to commission salesmen has 
been announced by the Wage Stabili- 
zation Board. 

Members of the board represent 
the public, labor, and industry. 

Representing the public are Her- 
bert Unterberger, Washington attor- 


(Concluded on Page 17, Column 3) 


Copper Strike May 
Cause Severe Cuts 


DETROIT—Even if the strike of 
the copper workers is settled quickly, 
it may serve to restrict production 
of consumer durable goods for some 
months to come. And if the strike 
should be an extended affair, its 
effects could border on the disastrous. 

Workers walked out the morning 
of Aug. 27 in plants of four of the 
biggest producers in the copper in- 
dustry — Kennecott Copper’ Corp., 
Anaconda Copper Mining Co., Phelps- 
Dodge Corp., and American Smelting 
& Refining Co. These firms are said 
to represent well over 80% of the 
nation’s copper production. 

Ironically enough, just as the strike 
started the National Production Au- 
thority issued a list of the country’s 
most critical materials. Copper topped 
the list. 

In the production of refrigeration 
and air conditioning equipment and 


(Concluded on Page 4, Column 3) 


Bush Mfg. Opens 2 New 
Sales Engineering Offices 


HARTFORD, Conn.—Bush Mfg. Co. 
and Heat-X-Changer Co. have opened 
new sales engineering offices in Chi- 
cago and New York City as a con- 
tinuation of the present expansion 
plan for increased sales representa- 
tion, it was announced recently. 

John K. Campbell, formerly New 
England sales engineer with Cecil 
Boling Co., will be in charge of the 
Chicago office. 

Campbell, an M.I.T. graduate, has 
been associated with the refrigeration 
industry for the past 15 years and 


(Concluded on Back Page, Column 2) 


NEMA Freezer Sales In 
June Up 12% over May 


NEW YORK CITY—June sales of 
home and farm freezers by firms re- 
porting to the National Electrical 
Manufacturers Association totaled 
63,322 units, an increase of 12% over 
the 56,623 sold in May. 

This figure brought sales for the 
first six months of 1951 to 397,922 
units, . 

Freezers in the 13 to 16.9-cu. ft. 
size continued to outsell other sizes 
in June, accounting for 26,627 units. 
In second place was the 11 to 12.9-cu. 
ft. size, accounting for 15,763 units. 
(Concluded on Page 17, Column 1) 


NPA Directives 


Producers Can’t Make 
Or Sell Products 
Without CMP Order 


WASHINGTON, D. C.—In a 
series of directives to copper and 
brass mill product producers, the 
National Production Authority has 
in effect told such producers that 
they can neither produce nor sell 
copper or brass products except 
as authorized by CMP orders. 

“This means that the ‘free mar- 
ket’ in copper, which was pretty 
much a myth anyway, is officially 
gone,” said an official of one cop- 
per tube producing firm. 

“One question that will need 
clarification is where MRO rated 
orders stand under these new di- 
rectives.” 

Following are the _ directives 
which close out the free market 


on copper: 

CMP Regulation 3, Direction 3 

If an unrated delivery order for 
controlled material has not been con- 
verted into an authorized controlled 
material order on or before Sept. 10, 
1951, the controlled material pro- 
ducer by whom it has been accepted 
shall cancel it. This direction shall 
take effect on Aug. 21. 


TELEGRAM 
Aug. 27, 1951 


Pursuant to Section 6 of NPA or- 
der M-11 you are hereby directed as 
follows: 

Effective immediately copper con- 
trolled material producers shall not 
place into production any order ac- 
cepted or scheduled for shipment on 
or after Oct. 1, 1951, until it has 
been converted into an authorized 
controlled material order. 

On and after Oct. 1, 1951, no ship- 
ment shall be made by a copper con- 
trolled material producer, that is, 
copper wire mill, a brass mill, or a 
copper and copper base alloy foundry, 
except on authorized controlled ma- 
terial orders, or upon a specific writ- 
ten authorization of NPA subsequent 
to this directive. 

Copper controlled material pro- 
ducers, who have copper controlled 
material in actual process or pro- 
duction to fill orders other than au- 
thorized controlled material orders 
and which cannot be shipped prior 
to October 1, 1951, shall divert such 
production into authorized controlled 


(Concluded on Back Page, Column 2) 


1953 All-Industry 
Show In Cleveland 


WASHINGTON, D. C.—The 1953 
All-Industry Refrigeration & Air 
Conditioning Exposition is scheduled 
to be held Nov. 9 to 12 at the Cleve- 
land Public Auditorium in Cleveland, 
it has been announced by the Exposi- 
tion Committee of Refrigeration 
Equipment Manufacturers Associa- 
tion. 

These dates were selected with the 
idea of having the show as early in 
November as possible to take advan- 
tage of good weather, and also to 
take advantage of the Armistice Day 
holiday. . 

This year’s 1951 All-Industry Ex- 
position is to be held Nov. 5-8 at 
Navy Pier in Chicago, and some 200 
firms signed up to exhibit. 
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Hurry! Hurry! Hurry! 


Come One, Come All! 


Carnival Atmosphere Pulls Crowd 
To Appliance Center Opening 


ROCHESTER, N. Y. — There's 
nothing like a carnival atmosphere 
to pull a crowd especially during the 
warm summer months. 

On this time-tested theory, Peer- 
less planned and successfully exe- 
cuted the formal opening of its new 
appliance store at 1170 Dewey Ave. 

Instead of a_ staid, conventional 
opening, Peerless gave the event the 
old carnival pitch, offering the cus- 
tomers something for nothing and a 
chance to win prizes. 

Focal point of the opening promo- 
tion was a seven-column newspaper 
advertisement with a carnival theme. 
Art work depicted a colorful midway 
and a barker at work. 

“Hurry, Hurry, Hurry,’ read the 
advertisement caption. ‘Come one, 
come all to the big old-fashion carni- 
val opening of Peerless great new TV 
and appliance center.” 

The carnival was conducted for 
more than a week’s duration. Valu- 
able door prizes were given away to 
adults every half hour. Manufacturers 
whose products are handled by the 
store contributed small gifts for use 
in the home and these were handed 
out all day long. The store furnished 
shopping bags in which visitors could 
carry their gifts. 

Free refreshments were served 
throughout the event and free pack- 
aged frozen foods also were given 
away. 

Favorite Rochester television and 
radio stars were on hand for the 
opening, putting on special perform- 
ances. 

The air conditioning system in the 
new store created a comfortable at- 
mosphere for the crowds despite 
warm weather. Wide aisles helped 
the easy flow of store traffic. 


Said advertisement copy: ‘We 
cordially invite you and your family 
to join in the festivities marking the 
opening of our brand new store. We 
believe you will have a wonderful 
evening (we've planned it that way) 
and enjoy seeing what we think is 
the latest word in modern television 
and appliance display. 

“See, under one roof, the world’s 
finest appliances—for Peerless is the 
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home of the famous names in the 
appliance world. Here are all the 
newest models of home equipment 
designed to bring you and your 
family better living, greater leisure 
and the finest in home entertain- 
ment. 

We, and our product manu- 
facturers, have gone all out to make 
this an event you'll long remember. 
So don’t miss it.” 


Ice Cream Production 
For July Rises 7 % 
Over a Year Ago 


WASHINGTON, D. C.—The Bu- 
reau of Agricultural Economics said 
ice cream production in the United 
States in July rose 7% over a year 
ago but fell 9% below the five-year 
average for the month. 

July’s output—estimated at 66,235,- 
000 gals.—was the largest of record 
for the month except for the years 
of 1946 to 1949, according to the 
bureau. 

Production for the first seven 
months of 1951 totaled 334,520,000 
gals., an increase of 3% compared 
with the same period of 1950 but a 
decrease of 5% compared with the 
five-year average. 

Average percentage of butterfat in 
ice cream produced during July was 
12.1% for the country as a whole, 
the same figure reported for July a 
year ago. In June, the figure was 
12%. 
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Makes Trouble VISIBLE 


You don't guess — you KNOW — what is wrong, 
instantly, when you use Cee-Kleer, the only com- 
bination Sight Gauge-Drier on the market. 


There's no searching in the dark because Cee-Kleer 
gives full 360° vision for fastest diagnosis of all 
operating troubles. 


Cee-Kleer Driers trap sludge, wax, moisture and fine 
foreign particles. They are easy to clean and refill- 
able — and there's not a leaker in a carload of 
them. Use this Cee-Kleer combination sight-drier 
on your next service job. Believe me, you'll continue 
using them to make every service job satisfactory. 


Ask your Distributor for Cee-Kleer 


If he cannot supply you, just use the handy 
coupon and we'll be glad to send you 
any size you need until your distributor's 
stock arrives. 


or 


GOO OOS OOSG0S2S2 OSES 8888828OE8202824 
pROpUETS. INC, I Please i isicacinsnad Cee-Kleer Sight-Driers; size... 
947 W. Sixth Street By lay CRAIN eccerereenerrnenrntmenenennensnrrenesccenconeesees 
Cincinnati 3, Ohio thom 

i Address 
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Carrier Show Nets Profit 
Of $3,064,022 for Year 


SYRACUSE, N. Y.—Net profit of 
Carrier Corp. for the 12 months ended 
July 31, 1951, was $3,064,022 or $3.29 
per common share, as compared with 
$2,483,769 or $2.61 per common share 
for the preceding similar period, the 
company announced. 

The per share earnings are cal- 
culated on the basis of the presently 
outstanding common stock, which 
totals 866,229 shares. This includes 
the 216,504 shares offered to stock- 
holders and issued in June of this year 
and the 59,066 shares declared as a 
stock dividend in December of 1950. 

During the period under review, 
completed sales totaled $70,967,012 
and new orders were booked in the 
amount of $81,083,398. The compar- 
able figures for the 12 months ended 
July 31, 1950, were $54,161,991 and 
$53,417,159 respectively. 

On July 31, 1951, the corporation 
had a backlog of unfilled orders 
amounting to $40,376,799 as compared 
with $18,479,263 a year earlier. Both 
the bookings and backlog figures are 
exclusive of some $50,000,000 of 
government contracts for equipment 
unrelated to Carrier’s normal pro- 
duction. This defense work will not 
have any important bearing upon 
volume and profits until fiscal 1952, 
it was said. 

Commenting upon Carrier’s cur- 
rent earnings and business, Cloud 
Wampler, president, pointed out that 
both volume and profits for the 12 
months ended July 31, 1951, were be- 
low the figures previously reported 
for the 12 months ended April 30, 
1951. 

He said this was due not only to 
higher taxes but also reflected the 
adverse effect upon shipments of 
government'-_ regulations, material 
shortages, and abnormally cool 
weather in various sections. 


Pacific Coast Restaurant 


Show Set for Oct. 11-13 


SAN FRANCISCO—The Pacific 
Coast Regional Restaurant Conven- 
tion and Exposition, representing the 
restaurant industy of 11 western 
states, will be held here Oct. 11-12-13 
under the sponsorship of the Golden 
Gate Restaurant Association. 

Displays and demonstrations which 
will put every phase of restaurant 
operation under the spotlight are be- 
ing lined up. Speakers will include 
key men of the restaurant industry. 

Headquarters will be in the Fair- 
mont hotel, atop Nob Hill. Hotel ac- 
commodations may be arranged by 
writing to C. F. De Lano, 291 Geary 
St., San Francisco 2. 


Price of Cooling Unit May Be 
Added to Car Resale Figure 


WASHINGTON, D. C.—A method 
for determining ceiling prices on used 
automobiles equipped with a refrig- 
erated air conditioning unit has been 
provided by the Office of Price Stabili- 
zation. 

Under Amendment 5, Supplemen- 
tary Regulation 5 to the General Ceil- 
ing Price Regulation, sellers may add 
to the used car ceiling price deter- 
mined under the regulation, the price 
of the air conditioning unit as deter- 
mined under the GCPR. 

Explaining the reason for the 
amendment, the OPS said “it has been 
found that in southern sections of the 
country a few cars have been equip- 
ped with compressor type _ refrig- 
erated air conditioning units, which 
has added substantial cost and value 
to these cars and which is custom- 
arily reflected in the selling price.” 


NARDA Surveys Dealers’ 
Refrigerator Inventories 


CHICAGO—A _ survey of dealer 
refrigerator inventories is being con- 
ducted by the National Appliance & 
Radio Dealers Association, according 
to A. W. Bernsohn, managing director. 

Bernsohn said the check is one in 
a series of major appliance surveys 
which the group plans to conduct at 
irregular intervals. 

Purpose of the survey is to “check 
availability of merchandise to help 
anticipate future shortages and over 
supplies.” They will also help in 
studying “varying rates of turnover 
so that dealers may have a yardstick 
for comparison and that essential 
facts about retailer profits may be 
developed for intra-industry study.” 


Kelvinator Consumer 
Contest To Award Nash 
Ramblers, Appliances 


DETROIT—A nationwide consumer 
contest offering eight Nash Rambler 
automobiles as top prizes was an- 
nounced by Kelvinator on its Paul 
Whiteman TV Teen Club network 
television show recently. 


Charles J. Coward, Kelvinator mer- 
chandising manager, said the contest 
is scheduled to run for four weeks, 
beginning Labor Day. Each week 67 
prizes will be awarded including 
two Nash Rambler automobiles, five 
Kelvinator refrigerators, five deluxe 
electric ranges, five home freezers, 
and 50 $10 cash awards. 


“The contest has been designed to 
focus consumer attention on appli- 
ances, particularly refrigerators,” 
Coward said, ‘‘and to stimulate added 
sales activity for Kelvinator dealers 
during the early fall season when re- 
frigerator sales normally show a de- 
cline.” 

An added feature of the contest is 
the awarding of Rambler cars to the 


eight retail salesmen who demon- , 


strate a Kelvinator refrigerator to 
the consumers who are winners of a 
Rambler. 

Coward said the contest will be 
strongly supported on Nash-Kelvina- 
tor’s weekly TV Teen Club show. He 
said dealers outside television areas 
also can participate by using contest 
point-of-sale materials and by pro- 
moting locally. Contest-kits already 
have been mailed to all Kelvinator 
dealers. 

Contest entry blanks may be ob- 
tained from any Kelvinator dealer. 
Prizes will be awarded to entrants 
who are judged to have best com- 
pleted the statement: “I like a Kel- 
vinator refrigrator because,” in 100 
words or less. 


Misleading Advertising Probed 


NEW YORK CITY—An official of 
the Department of Markets here re- 
vealed that an investigation of al- 
leged misleading advertising and other 
malpractices by several large New 
York chain stores is under way. 

One appliance-TV chain is being 
investigated for possible’ criminal 
prosecution on 32.counts, it was dis- 
closed. 


D. A. Packard, Kelvinator 
household sales manager 
(left), and Charles J. 
Coward, merchandising 
manager, look over some 
of the prizes the company 
is offering during Septem- 


ber to consumers who 
compose the best 100- 
word statements on .'why 


| like a Kelvinator re- 
frigerator."" Offered as 
awards: two Nash Rambler 
automobiles, five refriger- 


ators, five ranges, five 
freezers, and fifty $10 
awards. 
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Rss To Sponsor Meeting 
On Refrigeration Safety 


CHICAGO—Under the auspices of 
the National Safety Council, a spe- 
cial meeting regarding safety in the 
refrigeration industry will be spon- 
sored by the Refrigeration Service 
Engineers Society at 2 p.m. Thurs- 
day, Oct. 11, in the English Walnut 
room of the Congress hotel here. 

The meeting, which will be held 
during the annual convention of the 
National Safety Council, will be open 
to everyone in the refrigeration in- 
dustry, RSES announced. 

On the program will be discussion 
periods and talks by George J. 
Schuld, Sr., international safety di- 
rector of RSES, and Emerson Brandt, 
secretary of the National Association 
of Practical Refrigerating Engineers. 


ee 
MORE INFORMATION? 
Use Handy Coupon 
on “What’s New” Page 
of this issue. 
Use Key No. for fastest service. 


"Be Wise Characterize” 


DIVERSIFY YOUR 
SELLING HABITS 


SELL a REFRIGERATOR 
THAT DEFIES COMPETITION 


SELL a REFRIGERATOR THAT 
GIVES YOU THE MOST PROFITS 


SELL A REFRIGERATOR _ 
THAT THE FLORIST SHOP 
OWNER IS LOOKING FOR 


“ uw 7 
on Game 


FLORISTS’ DISPLAY REFRIGERATOR 
IS THE REFRIGERATOR 


Write for Literature, Discounts 
and Dealer Cooperation. 


Gara 
REFRIGERATORS CO. 


47 West 28th St. © New York 1, N. Y. 


Ben-Hur Dealer* 


Sells 14 Freezers 


in 2 Days with this Freez-R-Pak 


<i CVU yy 


Combination Offer! 


*Radio Center, New Orleans 


Ben-Hur 13.1 Cubic Foot Freezer. 
Others: 8.5, 16, 20 cubic foot sizes. 


Ben-Hur ‘‘FREEZ-R-PAK’'’ Get-Started 
Kit — $39.25 Value offered with 
each Freezer Sold 


This $39.25 FREEZ-R-PAK 


“Get Started’ Kit 


is the year’s greatest sales-builder in freezers! 
Contains a full season's supply of nationally 
advertised packaging supplies and equipment— 
enough for hundreds of pounds of foods. Saves 
your freezer customer on initial food freezing 


investment — and shows him how easily food can 


y 


is "Guaranteed by @ 
Good Housekeeping 


P45 apveaTistd wns 


be packaged and frozen at home — for lower food 
costs. It’s typical of the powerful merchandising 
help that BEN-HUR dealers enjoy — for freezer 
sales-leadership and profit. Ask your Ben-Hur 
Distributor for all details —and the feature-by- 
feature story on BEN-HUR Farm and Home 
Freezers that make it your fastest selling line 
today. 


BEN-HUR MFG. CO., Dept. AC, 634 East Keefe Avenue, Milwaukee 12, Wisconsin. 


HEALTHFUL LIVING 
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FROZEN FOODS 


. ; me nee a : J b : Bins Vis *. pean ; oo i a a , 9 < 5 : ts = ; 3 = ° o> re! = diay 
~ ei ail Maan ac t - aie Eee) : ay ais pie aes sha Seite Bas sive hc eae Stier fe EN aS ail eile t 
a 
at ‘ Bs) : ge .. L . are a i ee ae 
. ee) ae 
: ‘ —S —_—— F 
i A ’ C4 = as ; = 
pe e 2 L&, x %, <= ‘4 shy?) cE 4 ES : 
| AGS. —_— soe | .— a ; 
Oe <- A - EE pe ; 
bs tae oe EOE, Di ae I he Ste ee = és 
Soong Siteemerrresemrns |X 
wy == Ce 
~ a ae a | 
x 
j 
a 
eerie te mn Sn eR REE ae NA 
= | 
¢ [* 
_ 
cal a 4 Ht TS v2 re 
7 } 
ee ee 
i 
C7 | 
# 7 
g ae | 
. ' | 
' 1B | 
_—_ it | TTT nll 
| 7” | \ i 
« . q ! 
. a 
. " . 
i ee 
es — , 
: 2 i aia — = id is 
¢ a Pe | \ cag Woy er - 
é | ~ § = 
| = 
: a “ A : 
‘ - "a 
é | ae a? ee y Bt | 
| ere * 
€ | . ‘ & : 
L a a eee & : 
Ngee dae — 
SS 
| 
; a 
is | 
ms —_ 
: | Wd BHOR Soo and HOME FREEZERS= 
| -*——_, —- -—---, —-—______— 
a / 
ax : % me Lah ve sits ‘ ae E Pay 3 ° : : } >, Riess be i . : 
= 7 + 3 3 ee | ee + a: a ; ae ner aS nit re. >): . . } 5 od ’ . ei bi a Z Ca Sate. a “a BN 5 epee z 5 i — 
wei, Vi hgie hed ag ee i, / = ae yar Se J eth ty gee Be on 2a 5 i ad =, z. 


AIR CONDITIONING & REFRIGERATION NEWS, SEPTEMBER 3, 1951 


\ 


. . 
' ' 


aa 
‘ . 
i SE TT TTT 


Ab es 


4 i > 
con HUAVRIRRARAAARARAAAs 
* Lalen en lee Nem ilan! 


—-,s AT AA AAAARARRAARAAAAAR 
le aan iL 


~ eae 


“ 
OP ate th 


and their service 


VERY APPLIANCE RETAILER knows that calls for service on the products he 

sells can many times mean the difference between red ink . . . and black. 
They can mean either multiplying headaches . . . or satisfied customers, with 
sales that mean more sales. 

The outstanding service record of Kelvinator products has won acknowledge- 
ment throughout the industry. Every year, Kelvinator receives more and more 
evidence of this in letters from dealers—and their customers—attesting to 
year-in, year-out unfailing product performance. 

Here is just a part of one such letter from a housing project official: 

“Thinking you might be interested in our experience with Kelvinator for the 
past fifteen years, I am taking the liberty of writing you of it. 

“We have 1892 refrigerators installed in this city. Of the above number, 1402 
are Kelvinator. I can truthfully say we receive less trouble by far from the 


GET MORE eee 


TUNE IN—ENJOY IT! THE PAUL WHITEMAN 
TV TEEN CLUB ON ABC-TV NETWORK presented 
by Kelvinator and Nash Dealers. See your local 
paper for day, time and station. 
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1402 Kelvinators (count ’em) 


THE MOST VALUABLE FRANCHISE IN 
ELECTRIC REFRIGERATORS...RANGES...FREEZERS...WATER HEATERS...AIR DRIERS 


KELVINATOR + DIVISION OF NASH-KELVINATOR CORPORATION > 
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record is 997%5% perfect! 


1402 Kelvinators than we do from the other 490. 

“In 1950, with 1000 Kelvinators ten years old, or more (some of them are 
twenty years old, being second-hand when installed) we changed two refrig- 
erating mechanisms for mechanical failures. 

“The writer has been in refrigeration service for thirty years and has travelled 
from the Atlantic to the Pacific, and from the Gulf to the Great Lakes on 
refrigeration service. From my observation, the owner-satisfaction received 
from a Kelvinator is really a wonderful thing.” 

The wise retailer today is not satisfied with just the frosting on the cake. 
He wants basic, lasting, sales-building quality. 

The record proves he gets such quality with Kelvinator. 

That is still another reason why the Kelvinator Franchise is the most valu- 
able in the appliance industry. 


| Cg, clhrsator 


THE APPLIANCE INDUSTRY 


DETROIT 32, MICHIGAN 
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REACHES ALL 


THE MOISTURE 
EG 


Thawzone circulates with the re- 
frigerant to reach ALL the moisture. 
Gets to any moisture traps in expan- 
sion valve, receiver, etc. 

Byc patented method Thawzone ac- 
tually destroys moisture so it can’t 
come back. For any “Freon” or methyl 
pe a units. Phone your whole- 


‘saler now. 


THAWZONE® 


AUTOMATIC ICE CUBER 


AVAILABLE FOR 
IMMEDIATE DELIVERY 


SPECIAL $41 5 PRICE 


GELOLo: 


a Pe ried 


COMMERCIAL REFRIGERATION EQUIPMENT 
2524 27th Avenue South, Minneapolis, Minnesota 


Food Chain Assn. To Meet-- 


(Concluded from Page 1, Column 2) 


ments designed to help them provide 
the public better living at lower 
cost,”’ Davis said. 

“There are only two requirements 
governing exhibits: first, that all 
products displayed be for use by 
food chains and not for resale to 
customers, and second, that all items 
are the newest available. More than 
16,000 stores are represented by 
the companies which are members of 
the NAFC.” 

Exhibits in the following categories 
are included: refrigerated display 
cases and other selling equipment, of- 
fice equipment, protective systems, 
store fixtures and food preparing 
equipment, shopping carts and wire 
baskets, price marking equipment, 
packaging materials and equipment, 
and paper products. 

Exhibitors and products are as 
follows: 

Bally Case and Cooler Co., display 
cases for meat, dairy, and frozen food 
products; Baltimore Porcelain Steel 
Corp., Mirawal and Miratile; Boston 
Metal Products Co., checkout and 
meat equipment and stock trucks; 
Brasco Mfg. Co., metal store front 
construction, doors and frames; E. O. 
Bulman Mfg. Co., steel store equip- 
ment, shelving, and islands; Camp- 
bell-French Co., telescoping carriers; 
Celanese Corp. of America, trans- 
parent wrapping papers; and Ches- 
ley Industries, shopping carts. 

Also, Cleveland Lathe & Machine 
Co., heat sealing materials and equip- 
ment; Coca-Cola Co., coin-operated 
bottle-vending machines; Consoli- 
dated Paper Bag Co., insulated bags; 
Crescent Metal Products, Inc., racks, 
metal cabinets, carriages, warehouse 


© 


Johnny Appleseed 


Would Be Amazed 


Wit the aid of modern refrigeration, Michigan apple 
growers can now triple a harvest profit by cold storing the 
crop during glutted markets . . 
storage house owned by Clarence Kroupa of Traverse City, 
Michigan, is a former root storage cellar equipped with a 
1% HP Frigidaire system to hold 34° F. at 90% humidity 
inside. The increased profit from a single harvest almost pays 


for the system. 


. selling it later. The above 


This job is typical of many reported by AIR CONDITION- 


ING & REFRIGERATION NEWS, 


“The Newspaper of the 


Industry."’ And, it shows how ACRN gives thorough and influ- 
ential coverage of the air conditioning and refrigeration 


market. For instance .. . 


Paul Garthe, the enterprising dealer-contractor who sold 


this and many similar setups, is an ACRN subscriber. 


Installer 


Lester Jarvis, service manager Arlund Lohr, and two service- 


men, 
readers. 


Don Garthe and Henry Russell, 
Garthe buys his parts from Midwest Refrigeration 


are regular ACRN 


Supply Co. in Grand Rapids and Leon Young in Detroit, both 
of whom subscribe to ACRN. Frigidaire, which made the unit, 
lists many ACRN subscribers and is a long-time ACRN adver- 
tiser of commercial refrigeration, air conditioning and appli- 


ances. 


Here is penetration that works constantly for advertisers 
—from Traverse City to Tallahasee—wherever refrigeration 
and air conditioning equipment is used. ACRN is the market- 
place for your product because it gets preferred reading and 
buying action in every segment of the industry—from manu- 


facturer to serviceman. 


Full facts are yours for the asking. 


YR CONDITIONING 
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dollies, trucks and trays; Dictaphone 
Corp., inventory records and tran- 
scribers; E. I. du Pont de Nemours 
& Co., Inc., cellophane and polythene 
for pre-packaging; Federal Refrigera- 
tor Mfg. Co., refrigeration equipment; 
and Folding Carrier Corp., telescop- 
ing shopping carts, store service 
trucks, and wire baskets. 

Food-O-Mat Corp., display equip- 
ment; Jos. Freeman & Co., Inc., price 
marking equipment; Ed Friedrich 
Sales Corp., refrigerated display cab- 
inets, self-service frozen food and 
vegetable cases; General Electric Co., 
fluorescent store lamps and lamp 
bulb merchandisers; Will L. George 
Corp., Spee-Dee checkout system; 
Helm Machine Products, Inc., cheese 
slicing machines; C. V. Hill & Co., 
Inc., open-type refrigerated show- 
cases; S. A. Hirsh Mfg. Co., shelving 
and illuminated canopies; Hobart 
Mfg. Co., scales, coffee mills, meat 
choppers and slicers, salad dressing 
mixers, and food cutters; Holly Mold- 
ing Devices, Inc., meat shaping 
machines; Hopp Press, Inc.; price 
marking equipment; Hussmann Re- 
frigeration, Inc., refrigerated display 
cases; Interstate Bag Co., insulated 
bags; Jentzen-Miller Co., checkout 
stands. and store counters; Jiffy Mfg. 
Co., insulated bags and boxes; and 
A. Kimball Co., labeling system and 
marking machines. 


Also, Maintain Store Engineering 
Service, display equipment and can- 
opy lighting; Marsh Wall Products, 
Inc., pre-finished wall panels and price 
tag moulding; Masury-Young Co., 
floor maintenance materials and ma- 
chines; McClintock Mfg. Co., display 
platters and pans, paper and céllo- 
phane cutters; McCray Refrigerator 
Co., self-service display cases and 
frozen food cases; Mosler Safe Co., 
safes, vaults, and vault equipment; 
Nash-Kelvinator Corp., refrigeration 
cases and equipment; National Asso- 
ciation of Ice Industries, ice-using 
equipment; National Cash Register 
Co., registers and adding machines; 
Oliver Machinery Co., packaging 
machines; Oneida Paper Products, 
Inc., printed and plain cellophane 
bags, window bags, and foil sheets; 
Penn-Mac-Nye Co., pliofilm bags and 
metal sheets; Pepsi Cola Co., vending 
equipment and carton racks; and 
Rapids-Standard Co., Inc., materials 
handling equipment. 

Sanitary Scale Co., computing 
scales, meat choppers, slicing ma- 
chines, tenderizers, and power meat 
saws; Shaw and Slavsky, price mark- 
ing equipment; Sherer-Gillett Co., 
commercial refrigerators; Simplex 
Time Recorder Co., time recorders; 
Sylvania division, American Viscose 
Corp., cellophane and cellophane uses; 
Toledo Scale Co., computing scales; 
Tote-Cart Co., nesting carts; Trusty 
Manufacturers, Inc., display cases; 
Tyler Fixture Corp., self-service and 
other market refrigerators; Samuel 
Underberg Co., food store outfitters; 
United Steel and Wire Co., grocery 
carriers and baskets; U. S. Slicing 
Machine Co., Inc., automatic slicing 
machines, meat tenderizers, meat 
and power meat saws; Shop-A-Tot 
division, U. S. Thermo Control Co., 
shopping carts; The Warren Co., Inc., 
commercial refrigerated display cases; 
and Willmark Service System, Inc., 
protective systems. 


Copper Strike - - 


(Concluded from Page 1, Column 4) 


appliances the quantities of copper 
used are often not great, but often 
the use is in a vital part, for which 
substitute materials are difficult to 
find. 


Possibly more important to finished 
products may be the effect of copper 
shortages on electric motors and 
electrical control devices. One Michi- 
gan manufacturer of small electric 
motors used for refrigerators, air 
conditioners, and appliances has al- 
ready made production cuts because 
of shortages in copper. 

In field installation of refrigeration 
and air conditioning equipment cop- 
per tubing is a near-essential item, 
and contractors throughout the coun- 
try report that they are virtually 
having to “scavenge” for the tubing. 

The strike will also affect lead and 
zine production, and these items are 
also scarce. 


Some relief may be offered if the 
government will release more sup- 
plies from its stockpiles of copper, 
lead, and zinc. However, it just re- 
cently authorized the release of some 
supplies, and whether it will release 
more or not is questionable. 


Consumers Buying 20% More-- 


(Concluded from Page 1, Column 4) 


price-cutting practices on some ap- 
pliances that now seem in oversupply. 
He pointed out that the increasing 
drain being put on materials sup- 
plies by heavy industry make it im- 
possible to produce metal products 
at a lower cost. 

Taylor scoffed at the “oversupply” 
talk that is being circulated in the 
industry. 

“It’s true,” he said, “that some 
manufacturers produced more appli- 
ances in the first part of the year 
than normal distribution channels 
could absorb, but no Hotpoint dis- 
tributor or dealer has more appliances 


on hand than he can move in 1951.” - 


In outlining plans for a new fall 
merchandising program, John F. 
McDaniel, sales manager, said Hot- 
point will coordinate all selling ac- 
tivities on all-electric kitchens and 
automatic home laundries for the 
balance of the year around the “Pig- 
skin Payoff” football theme of the 
new ‘Touchdown Sales Drive.” 


TO INCLUDE DISTRIBUTORS 
AND DEALERS 


Competition will be among distrib- 
utor houses as well as dealers nation- 
ally to win prizes that include all- 
expense trips to Hawaii or California 
for the Pineapple Bowl or Rose Bowl 
football games on New Year’s Day. 

The selling campaign will be sup- 
ported by new merchandising mate- 
rials, national and cooperative ad- 
vertising, and expanded sales train- 
ing programs, William E. Macke, 
merchandising manager, announced. 

Included in the full-line activity 
will be five “games” during the 
months of September, October, and 
November on ranges, refrigerators, 
and freezers, laundry equipment, 
water heaters, and automatic dish- 
washers, he said. 

Awards based on sales perform- 
ance will be made for distributors, 
districts, and dealers who win each 
“game,” Macke explained. An ‘“All- 
American” team will be picked at the 
end of the season consisting of all top 
national dealers, the leading depart- 
ment store account, top utility ac- 
count, top Hotpoint sales manager, 
and the three leading distributor 
salesmen. 

In addition, three distributor dis- 
trict managers, the top distributor 
district sales promotion manager, 
and the top distributor district sales 
manager will be included in the 
championship lineup. 


RUSTY ON FUNDAMENTALS 


Distributors and dealers through- 
out the industry are rusty in ap- 
plying the fundamentals of selling, 
according to Taylor. 

“In a seller’s market,” Taylor said, 
“we didn’t have to use them but 
that’s gone and the market requires 
a new approach. We've got to know 
our products inside and out—top to 
bottom—and push them at every 
opportunity,” he said. 

“In addition, dealers must brush 
up on the techniques of recruiting 
prospects, qualifying them, leading 
them to the order, and closing the 
sales. Old Stuff? Yes, but business 
can’t do without it anymore than an 
automobile can run without gasoline.” 

Taylor continued: 

“As proof of the statement that ap- 
pliance dealers need top-level guid- 
ance and leadership, here’s what a 
national service magazine found in a 
countrywide survey: ‘There is little 
creative effort by the dealer... .’ ” 

Instead of condemning dealers, 
Taylor said, manufacturers should set 
about correcting the industry-wide 
condition. He said that Hotpoint’s 
new program is designed specifically 
to help remedy this abnormal situa- 
tion by revitalizing aggressive sell- 
ing methods and avoiding compla- 
cent attitudes by dealers. 

Following Taylor’s resume, reports 
on marketing, dealer structure, utility 
activities, builder promotion, and key 
account programs were given by top 
officials. 

Disposable 


incomes in 1951 will 


exceed 1950 by 9% and set a new 
record at $222.8 billion mark, George 
W. Westfall, director, market re- 
search, said. But, he added, the illusion 
that selling will be easy is false. 
The “disease” that hit the tele- 
vision industry first and then spread 
to the appliance industry stemmed 
from this unsound approach, he 
claimed. Production cutbacks, he 
noted, have not been as drastic as 
first predicted and the majority of 
manufacturers have been successful 
in utilizing alternate materials. 
Westfall predicted that by 1953 the 
gross national product will exceed 
$342 billion, disposable incomes will 
rise to $230 billion, and employment 
will reach an average of 65 million. 
In addition, he said, government arms 
spending will rise from an annual 
rate of $20 billion in January, 1951 
to $50 billion by January, 1952. 
Barring an _ international crisis, 
1953 can be the biggest appliance 
year on record, he stated, but ‘“de- 
mand” selling won’t be the key to 
profits. To keep such a huge volume 
moving, he said, specialty selling will 
have to be exploited to the utmost. 


REPORT ON RETAIL 
ORGANIZATION 


In a report on retail organization, 
J. M. McKinnie, assistant to sales 
manager, told distributors that “if our 
dealer structure is to be a tight, 
hard-hitting team, they must be eval- 
uated three ways—loyalty, training, 
and service. To meet this fall sched- 
ule the company must have more 
full-line dealers who are well-trained 
in product knowledge, ‘outside’ sell- 
ing techniques, and service,” he said. 

To show the increasing potential 
of merchandising and non-merchan- 
dising utilities, Dwight R. Anneaux, 
manager, utility division, pointed out 
that the generating power of the na- 
tion’s utilities will be increased by 
over 27 million kilowatts in the next 
three years. 

“This is not a flash-in-the-pan op- 
eration, he said, but a healthy, plan- 
ned expansion that will continue 
through 1960. 

“The second phase of our ‘Hotpoint 
Looks At Tomorrow Today’ program 
has already been presented to top 
utility management in all sections of 
the country and has been well re- 
ceived. Many are already putting our 
‘Dual Economy’ plan into action with 
increased sales resulting immediately 
in some cases on domestic and com- 
mercial cooking equipment.” 

E. J, Sorensen, manager, builder 
division, urged more distributors to 
support the ‘Hotpoint House of the 
50’s’ program. He said plans to build 
100 similar electrified homes through- 
out the nation were moving for- 
ward and that distributors and local 
dealers can quickly “cash-in.” 

“Although Hotpoint has more than 
doubled its key account activity in 
the past year, distributors must 
exert even greater efforts to main- 
tain this position and develop each 
large account to its limit,” said D. E. 
Anderson, manager of key accounts. 
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Service Records 


Coding System Allows Calif. Firm To See How Much Time 
Is Spent on Each Type of Work and What Service Pays Off 


CHICAGO—How his firm analyzes 
its service activities through the use 
of a labor code was described at the 
summer meeting of the National Ap- 
pliance & Radio Dealers Association 
oy D. E. Urner of Urner’s, Bakers- 
field, California. 

Urner’s system was developed to 
find the answers to such questions as: 
How much of the service department’s 
time is spent in warranty service? 
What is the per cent of time involved 
in installations, in deliveries, in main- 
renance activities, in getting trade-ins 
veady for resale? Does pay service 
really pay? 

“These are some of the questions 
that must go through the mind of 
nanagement and much of the time 
20 unanswered,’ Urner commented. 


CODE SYSTEM INCLUDED 
ON DAILY TIME CARD 


The system involves the use of a 
daily time card and a labor break- 
down sheet. 

The front of the 4-in. by 7-in. daily 
time card used by service personnel, 
s divided into five columns headed, 
respectively, job number, time in, 
time out, code, and elapsed time. At 
the top of the card is a space for 
the mechanic’s name and the date. 
At the bottom is the instruction “Be 
Sure To Record Time on Work Or- 
der Cards.” 

On the back of the card, work is 
classified as to type and department. 
“Type” refers to the kind of activity. 
Under this heading are listed: A. 
pay service, B. warranty, C. installa- 
tion, D. delivery, E. maintenance, F. 
supervision, and G. interdepartment. 

“Department” refers to the various 
kinds of articles handled by the firm. 
Listed under this heading are: 1. serv- 
ice, 2. small appliance, 3. automatic 
washer, 4. vacuum cleaner, 5. used 
vacuum, 6. cooler, 7. dishwasher and 
disposer, 8. drier, 9. freezer, 10. iron- 
er, 11. gas range, 12. electric range, 
13. used range, 14. refrigerator, 15. 
used refrigerator, 16. sink and cab- 
inet, 17. space heater, 18. commercial, 
19. washer, 20. used washer, 21. 
water heater, 22. parts, 23. G-E auto- 
matic, and 24. Maytag automatic. 

“The automatic washer is the only 
article we identify by brand name,” 
Urner explained, “but under this plan 
special service information could be 
acquired by brands in any department 
if desired.” . 


Since types of work are lettered 
(A through G) and the departments 
are numbered (1 through 24), a com- 
bination of the letter and number de- 
scribes the service work being per- 
formed. 

For example, ‘A-19" would mean 
pay service on a washer, since ‘“A”’ 
stands for pay service and 19 is the 
number’ assigned to conventional 
washers. Again, ‘“B-19" would refer 
to warranty service in the washer 
department, since “B” is the letter 
identifying warranty service. 

“We use the letter ‘E’ for main- 
tenance. under which we lump such 
activities as receiving freight, clean- 
ing up benches or the premises, 
uncrating, checking and cleaning up 
merchandise for delivery, and all 
other unclassified activities,” Urner 
pointed out. ‘Under ‘G’, interdepart- 
ment, we place the time used for get- 
ting trade-ins and other used articles 
ready for resale.” 


DAILY AND MONTHLY RECORDS 
COMPILED IN OFFICE 


Hours from the daily work cards 
are assembled on daily labor break- 
down sheets. At the end of the month 
the hours on the sheets are totaled 
for comparison and study. 

“The girl who handles this work 
tells me,’ Urner said, “that it re- 
quires 10 to 15 minutes to fill out the 
daily breakdown sheets and about 
two hours to make out the monthly 
labor report. 

“We feel this is time well spent 
as it gives us a tool to _ better 
understand our service operations. 
Certainly this is important in a busi- 
ness where service plays such a vital 
part in the success of the business.” 


CHARTS SHOW RESULTS OF 
RECORD KEEPING 


Urner presented figures from two 
charts prepared to show some of the 
results of the firm’s studies of its 
service operations. One chart (see 
Chart I) showed the per cent of time 
spent in the various kinds of activi- 
ties. 

The other (see Chart II) was a 
special study of warranty service, 
showing the number of hours per 
unit spent in warranty servicing. The 
firm arrived at these figures by divid- 
ing the number of hours by the num- 
ber of units sold in the year. 

“This is a fairly accurate picture 
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‘y unless some great sales fluctuations 


would make the number of units 
sold an entirely different figure from 
the actual number of units serviced 
during the year,’’ Urner said. 

In addition to the labor breakdown 
records, Urner also discussed two 
other kinds of auxiliary records, avail- 
able daily: breakdown of sales (cum- 
ulative daily sales by number and 
dollars and cents) and breakdown of 
trade-ins (cumulative daily records 
by number and dollars and cents). 


CHART I 


Labor breakdown showing per cent of 
time devoted to various types of labor. 


5 mo. 

1949 1950 1951 

Type of Labor % % % 
Pay Service 30 27 28 
Warranty Service 16 13.6 16 
Installation 7 6.6 7 
Interdepartment 10.6 10 6.9 
Delivery 18 20 13.5 
Maintenance 18 22.3 *29 


*Study of maintenance hours showed that 
due to excessive inventory Urner's had to 
rent warehouse space across town requir- 
ing many additional hours in handling. 
Here would be hidden cost except for the 
firm’s labor code. 


CHART II 


Study of warranty service, showing 

hours per unit required. 
1950 1949 

Department HOURS HOURS 
*Automatic washers 

Brand A 7.3 6.7 

Brand B 6.4 5.7 

Brand C 2. — 
Conventional washers 1.7 3. 
Ironers 9 1.2 
Driers 2.2 8 
Refrigerators 8 9 
Freezers 8 6 
Gas ranges 1.3 5 
Electric ranges 1.3 9 
Dishwasher & Disposer 2.4 9 
Vacuum cleaners 12 12 


*Study showed total hours devoted to auto- 
matic washers was approximately one- 
half of all hours spent in warranty serv- 
ice. 


Bass Appliances Opens 


MIAMI, Fla.—Featuring the com- 
plete line of Frigidaire refrigeration, 


Industry Show Visitors 
Urged To Get Rooms Soon 


WASHINGTON, D. C.—‘‘Make your 
room reservations early” is the ad- 
vice being given to those who are 
planning to attend the All-Industry 
Refrigeration and Air Conditioning 
Exposition to be held Nov. 5-8 at 
Navy Pier in Chicago. 

Refrigeration Equipment Manu- 
facturers Association, sponsor of the 
All-Industry Show, has seen to it that 
blocks of rooms have been set aside 
for reservations for those planning to 
attend the Show. However, REMA 
will not make individual reservations. 

Individual reservations must be 
made by those planning to attend, 
and they will be helped in getting 
their reservation if they mention 
that they are planning to attend the 
All-Industry Refrigeration and Air 
Conditioning Exposition. Since other 
conventions are scheduled the same 
week, it is important that individual 
reservations be made as soon as 
possible. 

Chicago hotel headquarters for 
various industry groups during the 
week of the Show are as follows: 

REMA members and Exhibitors— 
Hotel Sherman 

Refrigeration Equipment Whole- 
salers Association—Hotel Sheraton 

Refrigeration Service Engineers So- 
ciety—-Hotel Morrison 

Refrigeration and Air Conditioning 
Contractors Association — Hotel 
Knickerbocker 

National Association of Practical 
Refrigeration Engineers —- Congress 
hotel 


Meat Men Score Buffalo 
Market Refrigeration 


BUFFALO—An “antiquated and 
expensive” refrigeration system is 
maintained by the city at the Chip- 
pewa Food Market in downtown Buf- 
falo, it was charged by a meat stall 
operator at a meeting of the Mid- 
Town Businessmen’s Association here. 

Alfred Newman, meat stall opera- 
tor, said renters of meat stalls pay 
an amount approximately equal to 
their rent annually for use of the re- 
frigeration facilities which are main- 
tained by four full-time engineers. 

Charging that the refrigeration 
plant was an unnecessary expense to 
the city, Newman urged that it be 
abandoned and that meat men be al- 
lowed to install their own refrigera- 
tion systems. 


Baltimore-Washington ASRE To 
Discuss Defrosting Methods 


BALTIMORE—Defrosting methods 
and problems will be aired at a dis- 
cussion to be held Thursday, Sept. 13, 
by the Baltimore-Washington section, 
American Society of Refrigerating 
Engineers, at the Engineers club. 

W. J. Donovan, director of engi- 
neering for Bush Mfg. Co., will dis- 
cuss hot gas defrosting while S. 
Charles Segal, chief engineer of 
Kramer Trenton Co., will outline the 
Thermobank method of defrosting. 
Afterwards there'll be a discussion. 

Social hour is scheduled for 6 p.m., 
dinner at 6:30, and peegrem, 7:30. 


Marley Said To Be First 
In Area To Resume Full 
Production After Flood 


KANSAS CITY, Kans. — Three 
weeks after being inundated by the 
severe flood that swept the Missouri 
and Kansas river valleys in July, The 
Marley Co., Inc., was producing cool- 
ing towers and mechanical equip- 
ment at its Kansas City plant. 

Rehabilitation of the plant in the 
flooded Fairfax industrial district was 
carried on with such vigor that Mar- 
ley was first in the area to resume 
full operation, it was said. 

“Marley was fortunate in that 
water at that point was only eight 
feet deep and did not reach executive 


_ Office and engineering departments,” 


the company stated. “All draw- 
ings, plans, and records were un- 
affected. Three days after evacuating 
the Kansas City, Kan., office and 
plant, several departments were op- 
erating in temporary quarters at a 
local high school.” 

During the emergency period all 
production and service functions of 
the company were assumed by its 
plants in Louisville, Ky., Stockton, 
Cal., and Houston, Texas, where 
stocks of products of the Kansas City 
plant are maintained or can be man- 
ufactured. 


NEW PRODUCTS? 


Turn to “What’s New” Page for 


useful information on new products. 
Use Key No. for fastest service. 
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Bass Appliances has just opened at 


6218 South West Eighth St. 
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(Concluded from Page 1, Column 1) 
from a dealer who didn’t want her 
old icebox. 

So, Mrs. Kropf gave her battered 
old icebox to a junkman. Two days 
later a boy and girl ‘played house” 
with this junked item. Inside it they 
discovered $13,815 in cash. 

The money was returned to Mrs. 
Kropf eventually, and she was more 
surprised than anyone. 

Only way she can explain it is that 
her husband, from whom she is 
separated, must have hoarded the 
money and hidden it in the old ice- 
box. 

Moral; Don’t look down your nose 
at trade-ins. 


Can the Art of Advertising 
Become a Science? 


Advertising is an Art. 

So is salesmanship. And merchan- 
dising. 

Reason: they deal with people and 
emotions. The latter, confoundingly 
and exasperatingly, aren’t logical or 
scientific. They defy the laws of 
mathematics. Thus, figuring out 
what they may do is an Art. 

Yet, managers of corporations 
have to rely on science and math- 
ematics in making decisions. Engi- 
neers, accountants, and production 
men can give them precise figures. 

“Why can’t advertising and mer- 
chandising departments follow suit?” 
they wonder. 

Walter Booth, a wise-beyond-his- 
years young executive with the 
Campbell-Ewald advertising agency, 
discussed that dilemma in _ sound 
style before the American Marketing 
Association recently. His remarks 
deserve perpetuation. Quote: 

“Nobody knows everything about 
advertising, but everybody knows— 


or thinks he knows — something 
about it. 
“Advertising is not an_ exact 


science any more than psychology 
is. Like psychology, advertising must 
deal with human beings .. . with 
their actions and reactions, their 


likes and dislikes, their minds and 
emotions. As human beings our- 
selves, we can agree that we are 
notoriously erratic, unpredictable, and 
full of contradictions. What one likes, 
another dislikes. What appeals to 
one, repels another. What delights 
one, disgusts another. 

“So it is not surprising that we 
find many varied opinions about a 
particular advertisement or a par- 
ticular campaign. It is not surprising 
that our natural egotism would tend 
to make us think that if we like 
something, everyone should like it. 
But, in fact, I may think an adver- 
tisement good, you may think it 
terrible. Who is right? Or even more 
important, how will the people to 
whom it is addressed react to it? 
Will it influence them to buy the 
product or the idea advertised? 
That’s the 5% billion dollar question 

. . and you may recognize that 5% 
billion as somewhere near. the 
amount invested in advertising by 
U. S. business last year. 

“So there has been a growing 
search for objective measurements 
to provide a positive answer to the 
question—WILL the advertising— or 
does the advertising—accomplish its 
purpose with the people who see or 
hear it? 

“Now there may be one class of 
advertiser who could be exempted 
from such perplexing problems. That, 
of course, is the mail order adver- 
tiser. Each of his advertisements— 
alone and unaided—results in enough 
returns to be profitable, or it doesn’t. 
But the mail order advertiser can’t 
be sure that the profitable advertise- 
ment is the most profitable one pos- 
sible, or that its effectiveness will 
continue through indefinite repeti- 
tion. In fact, he knows that sooner 
or later, it isegoing to wear out. So 
he is continually searching and test- 
ing—attempting to find even more 
successful advertisements to replace 
those which are showing signs of 
declining sales potency. 


“As a cub copywriter, I was as- 
signed to an account that brought 
out one of the first aluminum tops 
for coffeemakers and who wanted 
to line up distributors and sell the 
product to restaurants and _ food 
counters of all kinds. Although not 
strictly a mail order product, the 
aspects were generally the same. So 
I sweated over some trade paper 
advertisements built around the ob- 
vious advantage that the metal top 
didn’t break when it was dropped or 
carelessly handled, and that this 
nana neon 
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particular ~ breakage expense would 
be eliminated. The advertisements 
were approved and ran with what I 
thought, and still think, were excel- 
lent results. Direct orders poured in 
as well as interested inquiries from 
distributors. After this had gone on, 
very happily I thought, for nearly a 
year, I was informed that we had 
lost the account. Naturally, I asked 
why. Well, it seemed the client 
thought our advertisements were too 
much alike. But didn’t he appreciate 
the fact that each one of them was 
returning him a handsome profit? 
Apparently not, for he was tired of 
them and assumed that everyone else 
was, too. However, in all honesty, I 
must admit that I couldn’t—or can’t 
today—prove that a different type of 
advertising might not have been even 
more successful. 


Pre-Testing Methods 


“There are a number of pre-testing 
methods. First, the consumer jury, 
consumer panel, controlled opinion, 
or whatever you want to call it 
method. Here a number of advertise- 
ments—in whatever form they may 
be—are shown to a number of people 
representative of the market for the 
product. The purpose of such tests is 
usually to find out which of several 
advertisements or approaches is most 
effective and whether or not any of 
them will have the desired result. 

“The consumer jury method has 
the advantages of generally good re- 
sults and reasonable costs. However, 
on the other side of the ledger, there 
are certain disadvantages and cer- 
tain precautions to be _ observed. 
There is the danger that, if the jury 
or panel is not directly representa- 
tive of your prospects, the reactions 
you get might be entirely misleading. 
In the second place, you must be 
careful that you draw the right con- 
clusions from the test. Then this 
method is impractical for many 
products which appeal to a very 
limited market—locomotives, to take 
an extreme example. The product 
must be in rather common usage or 
the difficulties in finding a _ repre- 
sentative panel are almost _ insur- 
mountable. Then there is, to me, the 
further danger that, if you are not 
extremely careful, you will place the 
respondent in the position of being 
just another advertising specialist 
and critic . . . and the chances are 
there are enough of them involved 
in the undertaking already. For what 
you really want to know isn’t which 
advertisement he likes best, but 
which will best move him to do 
what you want him to do or think 
what you want him to think. 


“Another method frequently em- 
ployed to pre-test the impact of ad- 
vertising is the so-called split run 
technique. In this method, two or 
more different advertisments, each 
containing a coupon or hidden offer 
in the copy, are run in the same issue 
of a magazine or newspaper . 
some of the copies containing adver- 
tisement A and some advertisement 
B. 

“The difference between advertise- 
ment A and B may be a complete 
change in approach or merely a 
change in headline or layout tech- 
nique. The one that brings the great- 
er response is, of course, judged to 
be the most effective. Continued test- 
ing of this type determines the cam- 
paign which is then used on a nation- 
al scale. 

“The split run has a number of 
advantages. The test is made under 
actual running conditions, and with- 
out any of the artificial or unnatural 
factors which may tend to distort 
the findings of other methods. 
Another obvious advantage is that 
the test itself has advertising value, 
and often pulls in, not only infor- 
mation but business, too. What it 
actually amounts to is running two 
or more advertisements on a limited 
scale and carefully checking the 
results. by means of the coupon or 
hidden offer to determine which is 
best for subsequent widespread use. 

“There are again, however, a num- 
ber of considerations and cautions 
on the negative side. In the first 
place, this method also is not adapt- 


| able to all products, and the offer 
| may have to be artificially 


intro- 
duced as a method of checking re- 
sults. For example, our manufac- 
turers of locomotives might offer 
a booklet on model railroading, but 
results would probably indicate 
which advertisement was most ef- 
fective in spurring interest in that 
hobby, rather than which one would 
sell the most locomotives. 
“Secondly, mail returtis may very 
well not give a true ~picture of 
sales through the usual 


your office are not necessarily rep- 
resentative of your typical prospect. 
The experience of correspondence 
schools in running down inquirers 
rarely able to read or write their 
own names, emphasizes the large 
segment of the public who will write 
in for anything. 


‘Fantastic’ Devices 


“From this practical approach to 
the problem let us pass on to one 
that on the surface seems almost 
fantastic. You start by finding one 
or more human guinea pigs repre- 
senting typical prospects for your 
product. You seat them comfortably 
in a quiet room, after which a tech- 
nician straps their arms and hands 
with electrodes. After reassuring 
them that they are not going to be 
electrocuted in your private version 
of the hot seat, you show them a 
number of advertisements which you 
allow them to read. While they read, 
a machine similar to the lie detector 
but for this purpose -called a gal- 
vanometer or an electropsychograph, 
is busily recording their emotional 
response to your advertisements. The 
theory, of course, is that an adver- 
tisement which causes no emotional 
response, measured in the form of 
rising blood pressure and other phys- 
ical manifestations, cannot hope to 
produce any other measurable re- 
sults. And that an advertisement that 
most arouses the reader emotionally 
is most likely to do a good selling 
job. 

“Improbable as this method may 
sound, it has, in practice, produced 
some conclusive results. Perhaps its 
greatest theoretical advantage is that 
it measures the true sub-conscious 
emotional reaction of the _ reader, 
rather than a rationalized response 
influenced by his decision to appear 
intelligent and at good advantage. 
The method is fast and reasonably 
economical. But there is, of course, 
no indication whether the emotional 
response is favorable or unfavorable, 
and certainly the conditions under 
which the tests are made are far 
removed from the normal reading 
habits of the respondents. 


“Another machine sometimes em- 
ployed is the eye camera. This device, 
as its name suggests, traces the read- 
er’s eye direction as he looks at the 
sample advertisements and also re- 
cords the amount of time spent on 
each element. The proponents of the 
eye camera maintain that the length 
of time spent on one section of the 
advertisement indicates the amount 
of interest in it. But is it not also 
reasonable to suggest that under the 
abnormal laboratory conditions of 
the test, the reader looks longer at 
one section than another merely be- 
cause he has more difficulty in under- 
standing it? The same limitations 
apply to the eye-camera that apply 
to any measure of copy readership 
. . « Maybe you got him to read, but 
did you sell him? 


Easy To Read 


“Perhaps one of the most influen- 
tial formulas in recent years is that 
contained in The Art Of Plain Talk 
and subsequent books by the same 
author. Dr. Flesch establishes reada- 
bility ratings from the most easy 
(comic strip dialogue) to the most 
difficult (a scientific treatise in a 
technical journal). He analyzes the 
factors that make for easy reading 
and offers a measurement of reada- 
bility based on the number of words 
in a sentence, the number of affixes 
in a sentence, and the number of ref- 
erences to people per hundred words. 


“All these are some of the things 
you can do before your advertising 
appears to measure its impact. There 
are also a number of methods for 
checking its effectiveness after it 
appears. One of the most common 
and on the surface, most conclusive, 
is through actual sales tests. The 
usual method is to select two or 
more test markets, run different ad- 
vertising in each, and compare the 
actual sales results through checking 
store sales and inventories before, 
during, and after the test period. 
This would seem to be the final an- 
swer, were it not for the fact that 
there are a number of variable fac- 
tors which are difficult, if not impos- 
sible, to control. The product itself, 
of course, must have a quick turn- 
over or the test period: will require 
too much time. The test cities may 
have important differences as mar- 
kets. The dealers and salesmen in the 
cities may vary widely in selling 
ability and energy. Weather, or some 
other local factor, may have a con- 
siderable effect upon the test results. 


“I’m sure that all of you are famil- 
iar with readership studies made 


famous by Starch and others, and 
now widely used in the advertising 
field. Such studies in general tell you 
what percentage of the audience saw 
your advertisement, associated it 
with you, and read various elements 
of the copy. They also give you a 
comparative rating of your adver- 
tisements against others, in the 
amount of attention and number of 
readers attracted per dollar of cost. 
The controversy aroused by such fig- 
ures is endless. 

“There are a couple of fairly re- 
cent research services directed at 
measureship of the actual sales im- 
pact of advertising. One is called 
the Product Acceptance Index, con- 
fined for the most part to durable 
goods. The theory behind this method 
is that product acceptance is based 
upon four factors—1. Knowledge of 
the product, 2. Opinion as to its 
quality or merit, 3. Willingness to 
buy it and, 4. Ownership or use of 
the product. While there might be 
product acceptance without purchase, 
there is not likely to be purchase 
without product acceptance, so it is 
assumed that if the advertising raises 
the reader’s acceptance for the prod- 
uct, it will be successful in building 
sales. 

“The research technique is roughly 
as follows: At the conclusion of the 
regular readership interview, the re- 
spondent is asked four additional 
questions. Have you ever heard of 
Product X? If so, what is your opin- 
ion of its quality—as good as the 
best, second best, or what? If you 
had need of a product of this type 
would you be willing to buy Product 
X, and finally, do you now own or 
use Product X? The difference—or 
spread—of acceptance between read- 
ers and non-readers is then charted 
as a measure of advertising effect- 
iveness in creating acceptance— 
readers being defined as those who 
read your advertisement in that par- 
ticular issue of the magazine under 
survey, and non-readers, those who 
read some portion of the issue but 
not your advertisement. Often an 
advertisement which commands a 
large percentage of attention demon- 
strates little ability to create accept- 
ance for the product advertised. On 
the other hand, an advertisement 
with a comparatively small number 
of readers may have a very large de- 
gree of selling power among those 
who read it. 


“Another method of getting at the 
same result is the impact method, 
in which the respondent must prove 
that he has read both advertisement 
and editorial material without being 
allowed to refresh his memory. He 
is then shown a list of advertisers 
which includes some false names to 
provide what the researchers call a 
control factor. Having been carefully 
established as a reader, he is then 
asked to describe the particular ad- 
vertisements he remembers seeing, 
both visually and from the stand- 
points of their sales messages. This 
part of the interview is recorded on 
tape to provide what is called a play- 
back, and is assumed to reveal signi- 
ficant findings concerning the impact 
of the advertisement. 


“These in general, are the methods 
used today to measure advertising’s 
impact objectively. None of this re- 
search can tell you which is the best 
possible advertising approach to your 
product. It can only help you decide 
which is the best of the approaches 
tested. At the moment, none of these 
methods can be considered final or 
absolute. They, are rather, guide- 
posts which should neither be fol- 
lowed blindly nor ignored. 


True Story 


“In that connection, I should like 
to tell a true story with the permis- 
sion of the agency involved—a story 
which provides me, at least, with a 
pleasing moral. In the development 
of the Toni home permanent ad- 
vertising, the well known, ‘Which 
twin Has the Toni’ campaign was 
pre-tested along with a number of 
others. The results showed that ad- 
vertisements built around the econ- 
omy of a Toni home _ permanert 
were more effective than the Whic! 
Twin Has the Toni headline. 

“However, in the judgment of th: 
agency and the client, the Whic! 
Twin Has the Toni campaign wa 
the best one and it was selected t 
run. The results, as you know, wrot 
one of the great advertising succes 
stories of recent years. And th 
moral, is that measurement of ad 
vertising’s impact by research meth) 
ods is worthwhile and important, bu 
that there is still no sure-fire proc 
dure . . . still no rigid formula fo: 
advertising success .. . still no sub- 
stitute for creative judgment.” 
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AIR CONDITIONING & REFRIGERATION NEWS, SEPTEMBER 3, 1951 


WE'LL 


The 7th ALL-INDUSTRY EXPOSITION to be held at Navy 
Pier, Chicago, November 5-9, is expected to outstrip 
all previous expositions in both the display of products 


and in attendance. 
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SEE YOU AT 
THE SHOW? 


PRE-EXPOSITION ISSUE 


To be published October 8 


The traditional Pre-Exposition Issue of Air CoNDITION- 
ING & REFRIGERATION News will be published October 8. 


The purpose of this issue is to build up interest 
in and increase attendance at the All-Industry Exposition 


at the Navy Pier. 


While this issue will be of keen interest to all factors of 
the industry who regularly read The NEWS .. . it is 
planned to extend this exposition-promotion effort beyond 
the bounds of its regular weekly readership and to 
interest others whose activities and influence can be 
helpful to the industry as a whole. 


Building up interest in these ALL-INDUsTRY Exposi- 
TIONS has consistently been an activity which “The 
Newspaper of the Industry” has always felt to be an 
important opportunity for rendering helpful service. 

In fact the founder of The NEWS, years ago, played an 


important part in originating and promoting the whole 
idea resulting in these great ALL-[NpDUsTRY Expositions! 


Editorially this October 8 issue will present a complete 
preview of the exposition . . . the floor plan and key to 
exhibits . . . the program of exposition events . . . news 
and programs of the various groups and associations who 
have scheduled meetings and conventions in Chicago dur- 
ing the week of the exposition . . . the listing of exhibi- 
tors and booth numbers . . . in brief, a comprehensive 
preview and advance build-up to draw the greatest possi- 


ble attendance. 


Your advertisement in this PrRE-Exposition Issue, of 
course, will not only help build up attendance at the 
exposition . . . but will help build up interest in and 


attendance at your exhibit there. 


Time is short. May we suggest you make your ad- 


vertising space reservation now? 


REGULAR ADVERTISING RATES APPLY. NO INCREASE -- ADVERTISING CLOSES SEPT. 28 


Another Great Show Issue—The Exposition Issue—Will Be Published November 5 And Will Be Distributed At The Show Itself 


Air Conditioning & Refrigeration News 


Tue NEWSPAPER OF THE INpbustry ---450 W. Fort St.. Detroit 26, MicuicGan 
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Victor Exhibits at Illinois State Fair 


FAIR DISPLAY: Clare Jack, district sales manager of Victor Products Corp., stands beside one 
of the company's latest model milk coolers on exhibit at the Illinois State Fair held 
recently in Springfield. 


Air Filter Makers Not Bothered Yet By 
Shortages; Must Expand for Defense Needs 


WASHINGTON, D. C.—Manufac- 
turers of air filters have not yet ex- 
perienced any undue difficulties in 
getting critical materials, they told 
NPA officials at a recent meeting, 
but they see a need for expansion of 
their production facilities if defense 
orders continue to flood the industry 
as they have been recently. 

A poll of the Air Filter Advisory 
Committee, taken by NPA at the 
meeting, showed that the industry 
as a whole is not encountering too 
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many obstacles in meeting produc- 
tion schedules, although some inequal- 
ities exist. 

However, commenting on the pres- 
ent pattern of defense orders, commit- 
tee spokesmen said they were a- 
mazed at the magnitude of military 
orders in comparison with facilities to 
produce. One member cited a single 
military order that was larger than 
his entire output of the product dur- 
ing the first six months of the year. 
The committee warned NPA that if 
this trend continues, the industry will 
be compelled to expand greatly. 


NPA officials told the air filter man- 
ufacturers that prospects for fourth- 
quarter allotments of carbon steel, 
brass mill products, and wire mill 
products appear to be good, but there 
would be_ difficulty in obtaining 
foundry bronze and brass castings 
and certain alloy steels. 

NPA also informed the committee 
that authorization of advance allot- 
ments of controlled materials would 
be made in the fourth quarter for 
use in the first three quarters of 
1952. This would also assist the in- 
dustry in getting into mill schedules, 
NPA said. 

The air filter manufacturers em- 
phasized the role that their product 
is playing in the defense effort. Air 
filters are used in the air condition- 
ing of defense plants, foundries, and 
commercial buildings, and in the pro- 
duction of steel, and on airplane 


motors, tank and diesel engines, etc. 
— ' 


_ T-P... Time-Pressure Defrosting .. .1s the best 
method for defrosting coils in the 24° F. to 35° F. 
refrigeration range and higher. Here’s why... 

It automatically and correctly varies the de- 
frost period as required...no more annoying 
problems to determine length of shut-down time 

' which fluctuates considerably with the load and 

“weather conditions. T-P avoids unnecessary shut- 
down time by stopping compressor only long | 
enough to defrost .. . NO LONGER ... and 


| does it automatically! 


Simple, compact and convenient to mount and 
wire, the PENN Series 325 Time-Pressure De- 
froster is easy to sell. Learn more about it. Ask 
your wholesaler or write Penn Electric Switch 
Co., Goshen, Indiana. Export Division: 13 E. 
40th Street, New York 16, N. Y., U.S.A. In of 
Canada: Penn Controls, Ltd., Toronto, Ontario. 


—® 
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SELF-SERVE 
CASES 


MEAT 
DISPLAY 
CASES 


REACH-IN 
BOXES 


Interior of Type 325. 
Timer can be set for one 

to eight “off periods” 

every 24 hours. Length 
“off” period varies 
automatically with frost 
condition on coil. 


Hi HEA Be 


AUTOMATIC CONTROLS 


In Case of Freezer Failure 


What To Do Before, During,and After Outlined 
In Department of Agriculture Bulletin 


WASHINGTON, D. C.— What 
should you do to save food in the 
home freezer when the unit fails to 
operate because of mechanical de- 
fects or because the power is off? 

How can you tell how long the 
food will keep in such a case? 

What happens when the food thaws 
out ? 

What foods can be refrozen? 

The answers of Dr. Evelyn L. 
Blanchard, Federal Extension nutri- 
tionist, to these questions were re- 
ported in a recent bulletin of the 
U. S. Department of Agriculture’s 
Extension Service. 


DRY ICE, EXTERNAL 
INSULATION 


The best thing to do when the 
freezer fails to operate is to use dry 
ice and _ external insulation, Dr. 
Blanchard advises. 

She cited results of tests conducted 
by the USDA’s Bureau of Human 
Nutrition and Home Economics un- 
der the leadership of Earl McCrack- 
en, Enid Sater, and Dorothy Skin- 
ner. The results offer these practical 
pointers, according to the bulletin: 

“1. An owner need not worry if 
the home freezer failure can be 
remedied in a few hours. 

“2. If the freezer is not to operate 
for as much as 12 hours, obtain one 
or more 50-lb cakes of dry ice. These 
can be bought, generally, from ice 
cream manufacturers, creameries, 
cold storage warehouses, or dry ice 
distributors.” 

The bulletin continued: 


TRANSFER FOOD 


“Transfer any food in the freezing 
compartment to a storage compart- 
ment. Then saw or chip the dry ice 
into pieces and divide among the 
compartments. Put the dry ice on a 
board or heavy cardboard set di- 
rectly on the packages. A 50-lb. cake 
of dry ice will hold the temperature 
down to 15° F. for about 48 hours. 

“If blankets or any other covers 
are used, be sure they are pinned or 
fastened so they will not cover air 
circulation openings around the com- 
pressor unit. When external cover- 
ings are used, crumpled newspaper 
or excelsior between the covering and 
cabinet will further slow any temper- 
ature rise. 

“Wrapping quilts, blankets, or 
other coverings around a disabled 
freezer will not alone retard a 


‘warm-up’; but if used in connec- 
tion with dry ice, they will help 
quite a bit. 


“Dry ice is effective even if the 
home freezer has not been operating 
for 7 or 8 hours. The more dry ice 
used, the longer the warm-up is 
averted. 

“Syrup in which fruits are packed, 
begins to soften at 15° F.” 

If dry ice is not available, by all 
means do not open the freezer, Dr. 
Blanchard says. 

How can you determine how long 
the food will keep? Dr. Blanchard’s 
suggestions on this point were re- 
ported as follows: 


DETERMINE LENGTH OF TIME 


“First, find out how long the pow- 
er is likely to be off, or how long it 
takes to secure a serviceman. 

“In each individual case one must 
figure out how long it will take 
food stored to thaw out. . . . This is 
determined by how full is the freezer, 
the temperature ordinarily main- 
tained, how well insulated is the 
freezer, what kinds of food are 
stored, the size of the freezer, and 
what sanitary precautions were taken 
when the food was prepared, for the 
freezer has much to do with how 
quickly food spoils. . 

“A full freezer takes many more 
hours to warm up than a freezer one 
fourth full. 

The lower the temperature you 
normally maintain, the more leeway 
you have; and in regions where elec- 
trical storms are prevalent, it may 
be good insurance to run the freezer 
lower than the recommended 0°. 

“Results of a recent research proj- 
ect showed that the storage compart- 
ments of four freezers one fourth full, 
when the power was cut, went from 
a minus 15° F. to a plus 15° F. in 
10, 10, 15, and 9 hours respectively, 
because of differences in insulation. 


“Important, too...is the kind 
and number of pounds of food you 
have in the home freezer. Indications 
are the more pounds you have, the 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, PUMPS, AIR COMPRESSORS, ENGINES, GAS Rances, longer it takes to thaw. What’s in 


the freezer—meat, fruits, or baked 
goods? Meat, weighing more, will 
hold cold longer. 

“Then, the smaller the freezer, 
the quicker it will warm up. 

“Finally, bacteria cause spoilage 
and the more sanitary one has been 
in preparing food for the freezer, 
the less bacteria there will be. It is 
well to remember that frozen bac- 
teria are not dead bacteria.” 

Dr. Blanchard called attention to 
the experimental tests conducted by 
Mae Jenkins, food preservation spe- 
cialist, at the Consumers Institute. 

“In these tests,” the bulletin said, 
“it was found that food in a well- 
filled 2-cu. ft. home freezer did not 
thaw to any considerable extent for 
72 hours after the power was cut 

“The temperature of the upper lay- 
er of packages rose to 32° F. 96 
hours after power was cut. The bot- 
tom layer of packages took more 
than 120 hours to thaw. All of this 
with room temperatures standing at 
80° F. 

“Similar results were obtained in 
tests with 4-cu. ft. home freezers. 
For larger cabinets—12 to 36-cu. ft. 
sizes—it was found to be doubtful, 
even in summer, if food in any part 
of a nearly full, well-insulated 24-cu. 
ft. home freezer would begin to spoil 
in less than 5 days.” 


EFFECT OF THAWING 


What happens when fruits, meat, 
and poultry, fish, and vegetables thaw 
out? Dr. Blanchard’s answer to this 
question was: 

“Fruits ferment when they spoil. 
The flavor will be ruined but the 
fruits are not poisonous. The worst 
that can happen, even if fruits are 
badly fermented, is that they be- 
come intoxicating like new wine. 

“Thawed fruits can be refrozen. 
If there is any doubt as to the qual- 
ity of the thawed fruit, there is the 
possibility that they can be made 
into jams, jellies, and preserves of 
high quality. 

“With meats and poultry, it is 
different. These are non-acid and are 
subject to  putrefactive spoilage. 
Therefore, examine each package 
carefully before deciding what to do 
with it. 

“If the package contains some ice, 
you can refreeze it without risk. If 
thawed and the odor is still fresh and 
there is no sour smell, the products 
can be cooked and eaten safely. Be 
sure they are thoroughly cooked, 
though. Otherwise, get rid of them. 

“Bacteria multiply quite rapidly in 
vegetables and shellfish, even at 50° 
F. Also, the odor won’t determine the 
bacteria count. Therefore, it is un- 
wise to refreeze either of these 
products when they have been com- 
pletely defrosted. If there is ice in 
the package, and they can be refroz- 
en in 24 hours, it is safe to do so. 

“As to refreezing—first, this warm- 
ed food should be refrozen quickly. 
If your freezer is full of warmed 
food, to get a quick refreeze it’s best 


New Trane President 


DONALD C. MINARD 


With the advancement of R. N. Trane to 
the new post of chairman of the board, 
Donald C. Minard was elected president of 
The Trane Co. The firm is one of the nation's 
largest manufacturers of air conditioning, 
heating, and ventilating equipment. 


to take it to a commercial cold stor- 
age or locker plant. Get it down to 
0° F. Then it is safe to return it to 
your home freezer. 

“If not completely full, rearrange 
the food to get the warmer packages 
in contact with the sides or next to 
the coils and pile the packages so 
that the air can circulate for a 


quicker job of freezing.” 


nents 


CLEANABLE 
WATER-COOLED 


CONDENSERS 


More Efficient Double-Tube 
Counter-flow Design 


Acceptance in the field is rapidly 
changing to “Demand” for these 
efficient, more economical Clean- 
able water-cooled Condensers. 
Owners and service men prefer 
the “‘new unit” efficiency that can 
always be maintained by a simple 
cleaning process. Brass headers, 
machined and brazed. 

Write for Catalog and Prices 

WHOLESALERS IN PRINCIPAL CITIES 


bHals tead. & Mitchell 


BESSEMER BLDG. PITTSBURGH 22, PA. 


ads 
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SUPER MARKET 
Top Display Case 


-»s ONE OF 62 DIFFERENT 
BALLY MODELS and SIZES 
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The Trade-In Problem 


General Suggestions for Determining 
The Value of Used Refrigerators 


With the relaxed Regulation W regulations on instalment 
credit permitting trade-ins to be accepted as part of or all of the 
down payment on refrigerators, proper evaluation of used refrig- 
erators will be more important than ever in determining the 
difference between profit and loss on any sales in which a trade- 
in is involved. 


To assist dealers in arriving at a proper evaluation of used 
refrigerators, AIR CONDITIONING & REFRIGERATION NEWS is repeat- 
ing a discussion of used refrigerator values that was prepared for 
the NEws by a proprietor of an establishment that specialized in 
the wholesale and retail buying and selling of used refrigerators. 


These articles are an attempt to provide a guide to the 
“actual” values of various makes and models of used refrigerators, 
/ and to explain how these values fluctuate with market condi- 
tions. These articles are not designed to be a substitute for a 
good handbook, or trade-in guide of used refrigerators values— 
the author recommends strongly that all dealers have such a 
book—but rather they are a supplementary service designed to 


| help make each sale a profitable one. 
| 


Part 4 (Conclusion) 


To continue our discussion of the hermetic refrigerators and the whole- 
sale trade-in market, we again emphasize that any prices quoted should 
not be considered a standing market price, but rather a price that is appli- 
cable to a specific make or model at the time of this writing. 


General Electric 
Monitor type, 1928 to 1932, operating .............. $ 5.00 to 10.00 
Monitor type, 1933 to 1936, operating ............... 10.00 to 20.00 
Oe ee Ge i Toi 86s cee he CSCS KO Oss 5.00 
None of the above models have any value if they are not operating 
in an efficient manner. 
All of the bottom-mounted hermetics are good from a standpoint of 


resale. The machine has good public acceptance, units may be rebuilt by, 


any number of hermetic houses at a cost of from $40 to $50. This type 
of machine has a value of from $25 to $60 if operating and from $10 
to $25 if not. 

Even the old Monitors may be rebuilt and resold at a profit if there 
are rooming houses in your area. They are a good rugged old unit and 
can stand a lot of abuse. 


Cibson 


Top-mounted models (1931-34) have no value operating or not. The 


chief trouble with any model Gibson is the difficulty in obtaining parts. 


The 1935-36 models have the same unit as the earlier ones in the bottom 
of the cabinet and fall in the same price class. 

From 1937 to 1941 these machines have value ranging from $10 to $25 
operating. Unless you have a specific sale for one or know where you 
can place a unit, it does not pay to rebuild. The rebuilders have a hard 
time obtaining parts and the expense is too much even on a 1941 cabinet. 


Kelvinator-Leonard 

This machine (1939-41) is an excellent hermetic and almost never 
gives trouble. We classify them in the $50 to $75 bracket if operating 
and in the $25 bracket if not. Factory rebuilt units may be purchased from 
the authorized parts depot and cabinet parts are inexpensive and easy to 
obtain. 


Norge 

We classify these machines (1939-41) in the $20 to $40 class operating 
and in the $20 class if not. The cabinet style should command a higher 
price in the operating class but, in our experience, you have to take into 
consideration a unit replacement whether the machine is operating or not 
when taken in. 

Replacements are not expensive and the resale price is good but the 
machine is a troublesome one to try to re-work. 


Westinghouse 

With the exception of the 1930-32 models, this machine is a good her- 
metic model. We use them for loaner machines and summer resort sales 
with fine results. 

The models to be cautious about are the WL, DWL, and AL. These 
units have a tendency to develop leaks in the connections to the evaporator. 

1982 to 1935 models, operating ..........cccecceee. $15.00 to 40.00 


WOE COTM 6c kes cceaeestinaias ' 5.00 to 15.00 
1986 to 1988 models, OpOTAting ... 0... ccc rscrcveccss 25.00 to 45.00 
MOE GDOTRUNE 2... cc cccccccscccens 15.00 
1939 to 1941 models, operating .............-..00-. 50.00 to 75.00 
WOE GROTREIIT ccc ccticcesicenes 25.00 


MY CUSTOMERS LIKE 
GARDEN - FRESH 
VEGETABLES ! 


R sede sed | 
KEEPS i 
PRODUCE FRESH! 


e JUST RIGHT TEMPERATURE 
¢ JUST RIGHT HUMIDITY 


; 


SUCH A VARIETY 
70 CHOOSE FROM 


Write for Free Literature 
F anchises Available in Some Areas 


OLIN BROS. | "*esiiye™ 


0 MADISON AVE. MONTGOMERY, ALABAMA 


Frost-Free Promotion Has ‘Oldest Refrigerator’ 


Use-the-User Approach 


MANSFIELD, Ohio—Eight cash 
prizes of $250 each will be awarded 
to dealers who submit the winning 
letters written by Frost-Free_ re- 
frigerator owners in a letter contest 
announced by the Westinghouse Elec- 
tric Appliance division. Authors of 
the letters will receive a trip to New 
York and a week-end at the Waldorf. 

George H. Meilinger, sales manager 
of the household refrigeration depart- 
ment, pointed out that the contest, 
which ends Oct. 15, is designed to 
emphasize to dealers the importance 
of the ‘“use-the-user’”’ approach to 
selling. 

He explained that during the con- 
test the dealer contacts housewives 
who have purchased Frost-Free re- 
frigerators from him. He asks each 
of them to write for him, on forms 
furnished by Westinghouse, a 100- 
word letter on her refrigerator. 

One copy of the letter is used as 
a local testimonial to supplement the 
Frost-Free proof book published 
earlier by the company. The proof 
book contains hundreds of letters 
from Frost-Free users throughout 
the country praising the automatic 
defrosting system. The carbon copy 
is sent to the appliance division at 
Mansfield for judging in the contest. 

Letters judged best from each of 
the company’s eight sales districts 
will win for the Frost-Free owner 
who writes it an all-expense trip for 
two persons to New York with meals, 
entertainment, and lodging at the 
Waldorf Astoria hotel. A winner 
from the immediate New York area 
may select a trip to Miami, Fla. 


Contest Seeks Prospects 


BUFFALO—An “Oldest Refrigera- 
tor’ contest was employed by Victor 
& Co. here to develop a list of hot 
prospects for new refrigerator sales. 

First prize in the contest was a 
new Leonard refrigerator. The prize- 
winning refrigerator (of any make 
and either mechanical or ice) had 
to be in daily use in the preserva- 
tion of foods and had to be available 
for inspection. Contest entrants were 
thus established as likely buyers of 
new boxes if followed up. 

The contest was announced in a 
large newspaper advertisement. Read- 
ers were advised to copy the name- 
plate of their old refrigerator, includ- 
ing brand name, date purchased, and 
model number, in an entry blank and 
mail or bring in the blank. 


Frozen Food Stocks Reported 
Well Above 1950 Levels 


NEW YORK CITY—Stocks of froz- 
en foods in commercial freezers at the 
beginning of August were well above 
year-ago levels, thus helping to off- 
set relatively low supplies of canned 
goods and to keep food costs down. 

Frozen vegetable stocks totaled 
more than 350 million pounds, an in- 
crease of 25% over those on hand 
at the same time last year. 

Frozen fruit supplies stood at 319 
million pounds, a gain of 14%. Stocks 
of grapes increased nine-fold, while 
apple supplies rose more than 70%. 
Frozen orange juice supplies were 
more than double the year-ago total. 


Dealer Sale Gave Buyer 
Up to $349.50 for 1¢ 


WASHINGTON, D. C.—A one-cent 
sale on major appliances, with the 
top penny bargain being an 8 cu. ft. 
freezer bearing an advertised price 
of $349.50, was staged recently by 


Phillip’s two appliance stores here. ° 


As advertised in the Washington 
Evening Star, a customer could pur- 
chase from Phillip’s a television set, 
refrigerator, freezer, washer, or dry- 
er and for one cent more take his 
choice from among a number of other 
appliances. All the appliances were 
brand new, 1951 current models. 

For instance, the purchaser of a 7, 
8, 10, or 12 cu ft. freezer priced at 
from $249 to $459 could hand over 
one more cent and take his choice of 
the following: 

$99.95 console electric 

$109.95 gas range 

$169.50 console radio-phono com- 
bination; 3-speed automatic record 
changer. 

$79.95 electric floor fan 

$119.95 electric wringer washer 

$89.95 table model radio-phono 
combination; 3-speed automatic rec- 
ord player. 

$89.95 tank vacuum cleaner with 
attachments 

$79.95 AM-FM radio 

$92.50 ladies’ or gentlemen's Ben- 
rus watch and matched jewelry en- 
semble. 

The $349.50 freezer went for a pen- 
ny with the purchase of a 16, 17, or 
20 in. 3-way television combination 
priced from $349 to $599. Among the 
other choices with the purchase of 
this combination were an electric 
washer, refrigerator, dishwasher, etc. 


ironer 


SHE’S A BETTER SECRETApy 


THREES TO Tine op. 


It’s a better cooler... because it is equipped with 
TECUMSEH Hermetic unit 


GOOD HEALTH AND GOOD WORK HABITS are 
mutually dependent realities; thus, wise employers 
do everything possible to maintain the good health of 
their employees. 


Medical men agree that one of the most important 
daily essentials to good health is an adequate water 
intake both summer and winter; which also represents, 
pleasantly enough, one of the most inexpensive means 
of helping to maintain work efficiency. 


The application of drinking water coolers in com- 
merce and industry is increasing rapidly; and the 
application of Tecumseh Hermetic compressors by 
water cooler manufacturers continues at the same 


TECUMSEH 


Ef 


TECUMSEH, MICH. 


TECUMSEH PRODUCTS 


TECUMSEH PRODUCTS COMPANY, TECUMSEH, MICH. 
EXPORT DEPT.: 2111 WOODWARD AVE., DETROIT, MICH. 


high level .. . for Tecumseh Hermetic compressors are 
famous the world over for their long-lasting, trouble- 
free performance, their low operating cost. Here are 
just a few of the many reasons for their superiority: 


Large, oversize bearings; counterweighted crank- 
shafts; super-finished bearing parts (+-.0001”) ; Chief- 
tainized connecting rods and pistons; simple and posi- 
tive motor controls; leakproof motor terminals. 


Many models include both fan-cooled and _ static 
condenser type units. In various combinations of com- 
pressors, motors and condensers, they cover the entire 


range of applications from 1/9 h.p. to 3/4 h.p. 


Write for complete information. 


World's largest inde- 
pendent producer of 

> 4 compressors and con- * 
densing units for the 


refrigeration industry. 
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They'll Do It Every Time .... By Jimmy Hatlo 


THISLL BOTHER SCHMOLEY WI SCHMOLEY JUST KNOWS 
THEY DIONT LEAVE ALL WEEK~: THE ONLY IT WAS A CUSTOMER YY 
No NAMEZ ARE YoU (~~? TIME_HE GETS ANY ZA WITH A MILLION-DOLLAR 
SURE iT WAS A MAN'S Mi CALLS IS WHEN HE ORDER~IT WAS PROBABLY Y- 
VOICE 2 DID IT SOUND GOES OUT*=>+. A TRACER FROM THE % 
SORT OF LIKE REAL FINANCE COMPANYs= 


SMOOTH? COULD IT === 


“7, 


books A DESE, DOSE I ASKED‘EM Coa uae ee 
AND DEM GUY 2 44 WHO WAS CALLING, © s DAM 
BUT THE PARTY IMITATIONS AND CALL ¥ ¥" 
: HUNG UP--IT WAS BIRD CALLS = AND LEA Ay 
é: MORE LIKE A HIGH 


VOICE BUT NOT TOO 
HIGH LIKE A HEAD- 
WAITER-BUT NOT 
EXACTLY *++ 


PLAyING “auess wHo” 
WITH THE OFFICE 
WORRY WART= 


THANX To 
HELEN MAY CARROLL, 
229 CLIFTON AVE., 


Y —— ‘6 fa xz | 
N g \ \\ a4 = 7-10 
, TZ YW Wi, EP tena SYNDICATE, Inc’ WORLD AIGHTS 


Do You Have ‘Both Feet On The Ground’? 


and a great aid te sewice engineers” 


REFRIGERATION PROBLEMS 
AND THEIR SOLUTION 


In four volumes, J-1, J-2, J-3, and J-4 


by Paul Reed 


Handy, practical, reference information for the refrigeration 
service engineer, ‘‘Refrigeration Problems and Their Solution’’ 
is written and illustrated so as to be of interest to salesmen, 
users, and others who want a fuller knowledge of refrigera- 
tion. 


You'll like the way Paul Reed has organized his material . . . 
and he writes clearly, making these books easy to understand 
and a pleasure to read. And because Paul Reed has such a wealth of practical knowl- 
edge of refrigeration, and years of experience behind him, you'll find reading these 
books the next best thing to a person-to-person chat about your refrigeration problems. 
Conveniently cross-indexed for instant use, ‘Refrigeration Problems and Their Solution”’ 
can provide ‘‘the missing link’’ in your search for authentic advice on “how to make 


it work.”’ 
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‘| have always felt that whatever the Divine Providence permitted 
to occur | was not too proud to report. The people are not served 
by pussyfooting, or by that sort of journalism in which nobody will 
ask who is the editor of a paper or the writer of an article, and 
nobody will care.'"—Charles A. Dana. 


The Bill Is Unfair; 
It’s Your Duty To Protest 


HAVE YOU done it yet? Have you written your Representa- 
tives and Senators in Congress about the proposed new tax bill? 
There’s still time, so hop to it right away. 


In a front-page plea in the Aug. 13 issue, the NEws urged 
all members of our vital industry to write to Congress asking 
that tax bill H.R. 4473 be amended. Specific changes in the bill 
have been proposed by Refrigeration Equipment Manufacturers 
Association—changes that would be beneficial to parts whole- 
salers, smaller manufacturers who buy from wholesalers, and to 
servicemen and contractors who send parts or equipment to the 
factory for repair or replacement. 


The changes, in fact, could result in considerable direct 
benefit to everyone in the industry. That’s why the NEws urged, 
and still does, that you write your Representatives or Senators. 
Send them the proposed revisions to the law as published on 
page 2 of the Aug. 13 issue and repeated below. 


Writing to Congressmen is not an idle gesture. Time and 
again such action has been responsible for changes in legislation. 
Intelligent Congressmen appreciate being properly informed 
on legislative matters up for discussion. And it’s a rare Con- 
gressman indeed, who does not have his eye on the next election. 

Letters to Congressmen do not go unread. For example, 
here’s a reply that Stephen S. Babson, manager of Peerless Pacific 
Co.’s Refrigeration Div. in Portland, Ore., received from Senator 
Wayne Morse: 

“Dear Mr. Babson: 


“Thank you for your letter of July 31 discussing the applica- 
tion of the excise tax to home freezers and their components. 


“While I am not familiar with the operation of the excise tax 
as it affects your business, I agree with you that it should be 
applied in a non-discriminatory manner. 

“T shall be glad to refer your comments to the Senate Finance 
Committee, which is now studying tax legislation.” 

Again, we urge you, write your Congressmen. Send them 
the proposed changes to H.R. 4473 as appended below: 


fide wholesaler or producer, if such 
refrigerator components are or have 
been in due course resold. If any 
such refrigerator components are re- 
sold by such ultimate vendee other- 
wise than on or in connection with, 
or with the sale of, complete refrig- 
erators, refrigerating or cooling ap- 


1. Proposed new section between 
present sections 482 and 483, as 
follows: 

Section 3405(b) is hereby amended 
by changing the period at the end of 
the second sentence thereof (after 
the word “units’’) to a semicolon, 


In Four Volumes J-1, J-2, J-3, J-4 
$1.50 per Volume | 
USE THIS HANDY FORM 


Business News Publishing Co. 
450 W. Fort St., Detroit 26, Mich. 


Please send Paul Reed's books as follows: 


copies J-1, $1.50 each 


veces copies J-2, $1.50 each DY ¢ihssesiesaceeecenn 

sen copies J-3, $1.50 each 

(ane copies J-4, $1.50 each errr eee rer rere Te rrr 
Check for $........ enclosed* [] Bill me a en ere tine 


and adding ‘or to a bona-fide whole- 
saler or jobber for resale by him to 
such a manufacturer or producer, if 
such refrigerator components are or 
have been in due course so resold’; 
and by adding in the following sen- 
tence, before the word ‘“vendee”’ 
(wherever it appears) the word 
“ultimate.” 

Note: The second and third sen- 
tences of section 3405(b) will then 
read as follows: 

“Under regulations prescribed by 
the Secretary, the tax under this 
subsection shall not apply in the case 
of sales of any such refrigerator 
components by the manufacturer, 
producer, or importer to a manufac- 
turer or producer of refrigerators, 
refrigerating or cooling apparatus, 


or quick-freeze units; or to a bona- 


paratus, or quick-freeze units, manu- 
factured or produced by such ultimate 
vendee, then for the purpose of this 
section the ultimate vendee shall be 
considered the manufacturer or pro- 
ducer of the refrigerator components 
so resold.” 

2. Section 3405(b) is hereby amended 
by adding at the end thereof the 
following: 

“Under regulations prescribed b) 
the Secretary, the tax under thi: 
subsection shall not apply to the ex- 
change of used refrigerator compon 
ents for other refrigerator compon- 
ents of the same type rebuilt wholly 
or substantially from used parts, 
whether or not an additional amoun' 
of cash is paid in connection with the 


exchange.” 
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Sears Store Throws Picnic 
In Cool “Breezeway’ To 


Penn Educational Show Will Begin 


‘ W Travels In Tulsa Sept. 24 
m TWO SELFSERVE cae, BOOSt Clearance Sale estern Travels In Tuisa Sept. 
like this one in the Capi- 
ih Goue Sieee conecied WATERTOWN, N. Y.—When the GOSHEN, Ind.—A new series of demonstration of controls possible 
weather’s hot and appliance business the Penn educational shows, designed _in a single evening. After the regular 
for the same sales vol- is slow, throw a picnic for your cus- as a service to heating and refrigera- session, individual installation prob- 
ume that had been tomers. tion engineers and servicemen, will lems will be discussed. 
oa reached by the soda That idea worked out to good ad- begin in Tulsa on Sept. 24 and travel At present the Penn “traveling” 
+ : F _ vantage for the local Sears, Roebuck throughout the western states, ac- heating control show is scheduled to 
n; fountain which had for : : J — 
; & Co. store in the heat of early Au- cording to an announcement by R. H. appear in the following cities: Tulsa 
merly been operated. = gust. In conjunction with a three-day Luscombe, general sales manager of on Sept. 24; Oklahoma City on Sept. 
appliance clearance sale, Sears staged Penn Electric Switch Co. here. 27; Dallas on Oct. 2; Austin on Oct. 
a free picnic and invited all Water- This show is intended to give a 3; San Antonio on Oct. 11; Houston 
town to participate. dramatic visual demonstration in the 0” Oct. 17; Shreveport on Oct. 22; 
It staged the picnic in its “Breeze- se, construction, installation, and Little Rock on Oct. 25. 
way,” an open area between the rear = servicing of automatic controls. In- The “traveling” refrigeration con- 
of the store proper and its service  cjuded in the elaborate equipment are trol show is scheduled to appear in 
station. Cooking was done on Sears iant controls which actually operate, the following cities: Tulsa on Sept. 
. Self-Serve Ice Cream Cases Sell Volume 23°. sinus contvale whieh actually operate, $5% SST Se tas best. BL 
Breakfast was served from 9:30 systems demonstrators. Worth on Oct. 1; Dallas on Oct. 4; 
. e A . : . 
, a.m. to 11 a.m. and consisted of cof- ; ,. Waco on Oct. 5; Austin on Oct. 9; San 
Equivalent to Former Soda Fountain fee and doughnuts. Lunch was served ween Ras nad considerable — Antonio on Oct. 12; Corpus Christi 
3 ence in creating and staging educa- . 5 
from 1 p.m. to 4:30 p.m. and consist- tional meetings of this nature. Over 0°” Oct. 15; Houston on Oct. 16; 
" DENVER, Colo. — Locating one less than that of the similar case in ©4 Of hot dogs and soft drinks. 17 years ago, the company pioneered an a tis i = 
self-service ice cream refrigerator in full view at the front of the store. Free popsicles were served through- demonstration shows with the ob- or ss 
the drug department, and another in “Most customers who come in in out the day to all children accom- jective of improving service to the . 
a more prominent location at the search of drugs, are intent upon that panied by their parents. consumer by giving instructional aid All-State Welding Alloys 
- front of the store, is selling a volume one item, and are not likely to notice The promotion was launched with to the servicemen. On similar tours : 
of packaged ice cream equivalent other displays at the front of the a full page newspaper advertisement of the eastern and midwestern states Names New Regional Mgr. 
a to that sold at a former soda foun- _ store,” it was indicated. “However, built around the theme: “Big free last year, attendance at the Penn 
tain, for the new Capitol Drug Store they are always surprised to find the picnic at Sears. Sure, we know it’s meetings outstripped all estimates by WHITE PLAINS, N. Y.—-Walter E. 
here. ice cream cabinet set up in the drug hot, but not in Sears’ cool Breeze- 50 to 60%. Palmer of Cresskill, N. J., has been 
Capitol Drug recently moved from’ display area, and as a result, a large way.” Although the current show is pat- appointed regional manager for All- 
a location six blocks away, into a_ percentage of our drug customers terned after previous ones to some _ State Welding Alloys Co., Ine. to 
smaller, ultra-modern store, in a adda pint or quart of ice cream to extent, it includes the latest current cover New Jersey, eastern Pennsyl- 
growing residential suburb. Space their purchase—merely because the Nor-Lake, Inc. Purchases information and service helps, and it vania, Maryland, Delaware, and the 
considerations, plus the low returns all-white display cabinet, with glow- . is expected to be even more beneficial District of Columbia, announces Bent 
- which most drugstore soda fountains ing, color photographs of ice cream Kool-Rite Walk-in Div to the trade, it was said. Laune, president. 
are presently experiencing, motivated dishes along the top, appeals to them . Meetings are being arranged and Previous to joining All-State, 
the management in eliminating the at sight.” sponsored in each city by local parts Palmer was eastern manager for 
fountain altogether in the new store The combination of the three re- HUDSON, Wis.—To enable it to wholesalers handling Penn controls. Hollup Corp., field sales manager for 
and substituting in its place, the two _frigerated units—two ice cream cases “meet the heavy production demands According to Luscombe, each meet- Alloy Rods Co., and special repre- 
self-serve ice cream cases, plus a and the soft drink dispenser—has for its walk-in cooler products,” Nor- ing will give the most thorough _ sentative for McKay Co. 
refrigerated Coca Cola vending ma-_ proven to sell a volume equivalent Lake, Inc. here has purchased the © 
chine, for customers’ benefit. to the old soda fountain, with none walk-in cooler division of Kool-Rite 
Location of the second unit in the’ of the “headaches” of personnel turn- Co., Roberts, Wis. EO RE OOS 
A- drug department, proved to be a_ over, difficulty of finding new em- Nor-Lake said the purchase will en- 
2 “stroke of genius,” according to the  ployes, spoilage, and other loss, the’ able it to expand its operations in 
Capitol owners, inasmuch as this Capitol Drug Store proprietors em- the field of walk-in coolers and to 
case sells a volume only slightly phasized. assure its customers of prompter de- 
d livery. 
Kool-Rite Co. will continue to oper- 
g . > ll at . 
4 Lewyt Using Warranty Buyers Needn’t Deduct _ xe its plug panel division in one of 
| the buildings located at the Roberts 
°S H H . division. The new division will be 
Registration Card To Undelivered CMP Quota jivisiem ree me aision wit 
° e have Hudson, Wis., as its mailing 
0 Control Transshipping WASHINGTON, D. C.—A pur- address. 
ie chaser, who, through no fault of his The increased floor area plus the 
_ t own, did not receive the full amount additional production facilities will 
ts pon anata Gaius aaa of controlled materials originally more than double the size of the Nor- 
st = nee ordered for second quarter delivery, Lake walk-in cooler manufacturing 
card in a move to stop transshipping . : ane : 
1, of its vacuum cleaners, according to "eed not deduct this undelivered division, it was stated. 
. Walter J. Daily, vice president. amount from his third quarter allot- Two types of coolers will be built: 
Daily indicated that penalties may ment, the National Production Au- one an “economy” style, the other a 
- be imposed against a distributor who ‘Hority ruled recently, = deluxe box which includes all-hard- 
, neat However, the NPA said in its fifth wood trim and high gloss varnish 
engages in the transshipping prac- Qetation to Ci lled Materials Pl , gn § 
tice. He explained that the warranty “rection to Controlled Materials Plan finish. 
d registration card is being used as esulation 1, if a purchaser placed Bottle coolers, direct draws, ice 
: an order in the second quarter for % ; : 
A. follows: 4 . cube makers, and other metal prod 
d When a cleaner is shipped to a dis- ‘Hird quarter delivery, he must de- ucts will continue to be manufactured 
thiehes the geviel mueser te ve duct the amount of such materials at the Hudson plant. 
1- ‘ : ‘ ~ from his third quarter allotment 
ne BP Sette at te factory. Tue registra” whether they were obtained by” an wo A: = 
‘ gy od authorized CMP order, a rated order, Carbon-Tet Producers . fae SON 
shipment to the distributor, dealer, | <—\“W tpronn er 
e, , or an unrated order. _* 
; and customer. The latter writes the M t A ccept D efen se Rat e “| 
1C serial number of the cleaner on the Us cep 
yr — —— he then mails to the Armstrong Cork Shifts Mann Or ders Up to 30% He WA, ep H00E 0: J 
t _ a — - peo ao To Philadelphia Office WASHINGTON, D. C.—-Manufac 
o fin e serial number o e » D. C.— - 
, SSS ewe sane, m0 men eS oe nee 
er canno removed without de- . 
e facing the cleaner itself. Marring or Mann has been transferred to the for their own use, have been directed Thousands of A b | em bine S$ 
. : . : Philadelphia district office of the by the Nati 1 Producti Auth 
. removing of the serial number voids Building Materials division of the a ; e Na eae ro we ny re or- 
eA TE Rranty, te, card satan, Armstrong Cork Cn, it was announo. 170, scott defenae-rated orders up in use throughout the world 
e Distributors are being urged to oq py H. R. Peck, vice president and ‘© 30% of their total output. 
record serial numbers of cleaners general manager of the division. Carbon tetrachloride is used in the 
shipped to dealers, just as the fac- Mann, who joined the organization Production of “Freon” refrigerants, 
€ tory does when the units are shipped jn 1936 as a sales trainee, has served in insecticides, and fire extinguishers, ORLD-WIDE acceptance of ACE 
to distributors, Daily said. with the company’s New York and and for several other industrial R ‘ : lished 
Pittsburgh district offices and in vari- Purposes. equipment was not accomplishe 
n MORE INFORMATION? ous 2 ase ater ae a in the The NPA directive will result in overnight. This took years. We built our 
Use Handy Coupon Industrial Insulation and Equipment distribution of orders among a larger . : 
on “What's Rete Page Insulation departments at the com- number of manufacturers and pre- cabinets with the full confidence that they 
h of this issue pany’s general offices in Lancaster. vent one or two large firms from be- would do the selling job for you. The 
ne ; J. P. Sawyer will assume Mann’s_ ing deluged with defense orders - 
Use Key No. for fastest service. ¥ ing uge , ac — F 
Ly y former duties. cording to an agency spokesman. name “ACE”, is a respected brand, inter- 
“a 7 ” nationally recognized as THE cabinet that 
h, 1/} 4 jj that$ Lehfer nd! ° contro. Sy iraq 7) P represents all 6 vital factors that make 
4 111EfES HAWayS O/1€ v0 ©) in /1C0 . for a perfect unit . . . 1—design, 2—styl- 
a It’s easy to see that Ranco is the eae ing, 3—engineering, 4—construction, 
is first choice of expert refrigeration men— mY (( 5—performance, 6—price. 
be ‘ ~ —— 
o- more Ranco controls are in use than hil Literature of the complete ACE line is avail- 
ts any other kind. How many? More than = able on request. 
d 35,000,000! Use genuine Ranco controls— = 
° 
re available for more than 4,000 0G Ace Cabinet Corp. 
replacement installations. 
3 P New Bedford, Mass. d 
is Bea tates 
. 7 Please address all inquiries to: Exec. Sales Office: ery 
A 1457 Broadway e New York 18, N. Y. neh 
y = Export Dept.: 39 Broadway, New York 6, N. Y. pee: 
nt " 
” | ad Manufacturers of Frozen Food Display Cabinets, Ice Cream cae : 
| Dispensing Cabinets, Farm Freezers and Bobtails. i ate 
. * 
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Glass ‘Fillers’ Used 
Beside Window Units 


Customers who object to the usual 
fillers employed on the sides of win- 
dow air conditioners are satisfied by 
the solution devised by Charles F. 
Conrad, who operates Conrad Re- 
frigeration, Airtemp sales and serv- 
ice dealership in Holland, Mich. 

“Most every customer objects to 
having the light shut out and the view 
shut out of this filled-in window 
space,” he says. “I have made a prac- 
tice of installing a piece of window 
glass in place of the solid filler mate- 
rials. We measure and cut the glass 
according to the size required for 
each installation. 

“If the window is_ considerably 
wider than the air conditioner, we 
usually place the unit to one side of 
the window opening. This prevents 
cutting the view as much as possible, 
and the finished job looks good.” 


* * od 


How To Check on Operation 
Of 2-Wire Control Circuit 


How to locate a defective control 
in a two-wire control circuit is ex- 
plained by the Service Information 
Div. of White-Rodgers Electric Co. 
with the aid of the accompany- 
ing wiring diagram, which, it cau- 
tions, is a ‘very unconventional” 
drawing although it clearly illustrates 
typical operation of all two-wire cir- 
cuits. 

Such circuits may be either “low” 
voltage (30 volts or less) or “line” 
voltage (usually 115 or 230 volts). 
The circuit consists of controls hav- 
ing switches such as_ thermostats, 


| 


JUST ASK US 


For “easy-to-get” 
product information... 
use coupon on “What’s 
New” page. 
Use Key No. for fastest service. 


SLANTS on Service 


“Slants on Service” is a new “package” devised by the NEWS 
to meet the needs of its busy readers in the service and contracting 
business. These helpful hints and suggestions for improved service 
methods and shortcuts have been assembled in capsule form. 


THERMOSTAT (switcH) 
LIMIT (SwitcH) 


INSULATED 
WIRE - LOOP 
FOR SHORTING 
SAFETY 
PRIMARY CONTROL 
CONTROL (SwiTCH) 


CRELAY, GAS VALVE, ETC) 


limit controls, and safety controls. 
The primary control may be a relay, 
gas valve, oil burner control, etc. 
operating under command of the 
switch-type controls, all of which 
must be closed before the primary 
control can operate. Opening of any 
switch can shut off the primary con- 
trol. 

“To locate a defective control in a 
two-wire control circuit, set all con- 
trols at temperatures (or pressures) 
that will close all switch contacts,” 
advises White-Rodgers. “The burner 
should then operate. 

“If burner does not operate, pro- 
gressively ‘short’ the terminals of 
each control switch by using a piece 
of well insulated wire. This should be 
done at points indicated by dotted 
lines on the drawing. When the ter- 
minals of the defective control are 
shorted, burner will start.” 


Don’t short terminal of line switch. 
This would create dangerous arc or 
blow a fuse. When using line voltage, 
the controls having switches should 
be installed in the ‘hot’ wire of the 
cirucuit, the company suggests. 

* * * 


Cases Must Be Level 
For Good Operation 


When installing commercial re- 
frigeration equipment such as dis- 
play cases be sure that the equip- 
ment is set level before piping is con- 
nected. Unless the equipment is level 
the coils won’t refrigerate properly, 
and there may be other difficulties 
such as dripping baffles, binding 
doors, etc. Use a “line level’ to check 
whether fixtures are level or not. 


heverages from 


Soda Fountain Coolers 


Want a fountain cooler that is sanitary, 
reliable, efficient . . . yet trouble-free, low 
in cost and easy to install. Investigate the 
Heat-X line which already has brought 
tops in pleasure to over 10,000 happy 
fountain owners. You'll find it tops in 


profit, too. 


penser... 


TWO-COIL COOLER for beverage dis- 
pensing insures dry fountain with more 
space and less service. Copper coil pre- 
cools water before entering carbonator. 
Stainless steel coil carries soda to dis- 


offsets temperature rise in 


carbonator. 


WRITE DEPT ED 
FOR SPECIFICATION SHEETS 


How To Install Reciprocating Compressors 
In Multiple Described by Trane Engineer 


LA CROSSE, Wis. — “Installing 
more than one reciprocating com- 
pressor in a single refrigeration sys- 
tem calls for careful planning to in- 
sure efficient operation,” points out 
Lee Gatewood, engineer for the Trane 
Co. here. 

“Among the important points to 
watch are lubrication, suction head- 
ers, liquid and discharge lines, and 
compressor crankcase heights. 

“Reciprocating compressors are in- 
stalled in multiple for a variety of 
reasons,” he explains. ‘‘Where suffi- 
cient capacity is not available in a 
single machine to carry the cooling 
load on large systems, several com- 
pressors can be installed in multiple. 
Where power lines cannot carry the 
starting current of a single large 
motor, and two smaller motors can 
be started in sequence, two or more 
units can be hooked up. 

“Where the load is fluctuating, two 
or more units can be operated in 
sequence, loading and unloading step- 
by-step. Or a_ stand-by machine, 
needed for emergency use or during 
unusual peak loads, can be paralleled 
into the system.” 


LUBRICATION CRITICAL 


Pressure in the crankcase of mul- 
tiple compressors should be main- 
tained equal by an oil equalizing line, 
as shown in Fig. 1. This is to pre- 
vent varying crankcase pressures 
causing a difference in crankcase oil 
levels. A difference of only half a 
pound can cause a 15-in. oil level dif- 
ference. And with varying oil levels 
come varying rates of compressor 
wear and tear, Gatewood cautions. 

Where compressors having different 
crankcase heights are to be installed, 
the units should be mounted on bases 
that compensate for their heights, in 
order to maintain equal oil levels. 

Oil leaves compressors at different 
rates, due to variations in piston 
wear. This oil, mixing with the 
“Freon,” is carried along the refrig- 
erant piping until it returns to the 
compressor crankcases. It is import- 
ant to arrange piping so that oil, in 
its passage though the system, will 
not be pocketed or trapped in elbows, 
bends, and turns. Suction pressures 
should be equalized by a hook-up, such 


Zé 
as shown in Fig. 1, to insure return 


of oil in equal amounts to each com- 
pressor. 

“The oil equalizer line shown in 
Fig. 1 should only be used with 
machines having a single equalizer 
tapping entering the crankcase in 
such a position that the bottom of 
the tapping just touches the normal 
oil level. Do not use a single line 
equalizer on machines having two 
equalizer tappings—use instead two 
equalizer lines,” he advises. 

In addition to the equalizing line, 
oil pressure protectors should be in- 
stalled. These units are pressure dif- 
ferential devices that operate be- 
tween suction pressure and oil pump 
discharge pressure. When the pres- 
sure differential drops, the unit’ shuts 
off the compressors. 


TIE IN ALL PRESSURE LINES 


For best results the various gas 
and liquid lines should be manifolded 
to obtain equalized pressure. That is, 
the discharge pressures from the com- 
pressors should be equalized as shown 
in Fig. 1. 

Receiver equalizing lines should be 
used as shown in Fig. 2, where two 
receivers are used, to keep liquid 
levels in each receiver equal. This also 
prevents a higher pressure from 
building up in one condenser that 
may force the liquid refrigerant from 
one receiver into the other through 
the interconnecting liquid lines. 

If enough liquid is lost from one 
of the receivers, hot gas will blow 
directly from the condenser into the 
liquid line. Since an expansion valve 
can pass many more pounds of liquid 
than it can of gas, the introduction 
of gas to the liquid line reduces their 
capacity effect considerably. 


INSTALL WATER FEED 
REGULATORS 


“When condensers are installed in 
parallel, with multiple compressors, 
water feed regulators should be in- 
stalled to insure that each condenser 
is fed just the amount of water re- 
quired to condense the refrigerant 
gas. This conserves precious water,” 
comments Gatewood. 

“Precautions should be taken to 
provide valving, to isolate each com- 


SUCTION 
LINE DISCHARGE TO 
1 _—__ 
;' = CONDENSER 
E =| 
OIL LEVEL OiL EQUALIZING OIL LEVEL 
LINE ae 
COMPRESSOR COMPRESSOR 


Fig. 1—In paralleling reciprocating compressors, best results will be obtained by equalizing 
discharge pressures. 


ALTERNATE POSITION FOR 
PRESSURE EQUALIZING LINE 


t 


LIQUID REFRIGERANT 
TO COOLING COILS 


CONDENSER || CONDENSER 
PRESSURE 
EQUALIZING 
MANIFOLD LINE 
COMPRESSOR COMPRESSOR 
4 LIQUID RECEIVER LIQUID RECEIVER 


Fig. 2 shows how receiver equalizing lines should be used where two liquid receivers are 
used in parallel compressor arrangement. 


pressor, in the event one of them 
breaks down. Then the down unit can 
be cut out of the line and the rest of 
the units can take as much of the load 
as possible. 


CONTROL ARRANGEMENTS 


“When paralleled compressors are 
installed on a single piping system 
supplying chilled water to a zoned 
system, such as the Trane UniTrane 
system, compressors can be controlled 
by a thermostat in the cold water 
return line. Individual room control 
can be obtained in this case by room 
thermostats. These thermostats con- 
trol the amount of chilled water 
which enters or by-passes the Uni- 
Trane cooling coil. 

“Then, when cooling demands de- 
crease on one side of the building, 
room thermostats by-pass larger 
amounts of the chilled water around 
UniTrane unit coils. As the tempera- 
ture of the chilled return water goes 
down, the thermostat on the return 
line, which can be of the modulating 
type, unloads each compressor in ac- 
cordance with the load. 

“Larger air handling, cooling units, 
such as the Trane Climate Changer, 
can be controlled in much the same 
way as UniTrane installations. And 
where direct expansion coils are used, 
the only difference in control is that 
as the suction pressure in the return 
goes down, a suction line controller 
unloads each compressor. However, in 


this case, face and by-pass dampers 
can be controlled by room thermo- 
stats. As they by-pass air around the 
direct expansion coils, the suction 
pressure is lowered.” 


Reliance Electric Nets 
$1,307,642 for 9 Months 


CLEVELAND—Net earnings of the 
Reliance Electric & Engineering Co. 
for the nine months ended July 31, 
1951, after taxes and depreciation, 
totalled $1,307,642 on gross sales of 
$23,564,596, it was announced by the 
company. This is equivalent to $3.12 
per share on the 418,442 shares out- 
standing since the two-for-one split 
of the company’s stock. 

No statement was issued for the 
comparable nine months of 1950, but 
the earnings for the full 12 months 
of the last fiscal year, ended Oct. 31, 
1950, amounted to $4 per share. 

“Although shipments almost dou- 
bled those for the previous nine 
months, the greater taxes in effect in 
1951 have reduced the profit margin 
severely,” J. W. Corey, president, re- 
ported. 

“Backlog is now $26,000,000,” he 
added, ‘and shipments for the final 
quarter should be at a high rate, 
provided governmental regulations do 
not interfere too greatly.” 


KEEP IN TOUCH WITH 


This official organ of the British 
Refrigerating Industry incorporates the 
two original British Journals: “Cold 
Storage & Produce Review" and “‘Ice 
& Cold Storage." Now in its 54th 


SUBSCRIPTION, POST FREE 


mn ERATION 


year, “Modern Refrigeration” gives the latest reliable technical and practical information. 


Send for a free specimen copy. 


MODERN REFRIGERATION, Empire House, 
London, E.C.1, England 


$4.00 A YEAR 


St. Martin's-le-Grand, 


controls, valves, etc. 


Refrigeration Units 
WANTED 


Desire to purchase 44 to 1-HP Sealed or Open type: 
standard brands; Complete condensing units; Also motors, 
Give full details. 


HARWOODE EXPORT CO. 
31 E. 4 Street, New York 3, N. Y. 
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Whats New 


When requesting further information on new 
products, please use “Information Center” form. 


‘Handyfryer’ Performs Many Cooking Functions 


KEY NO. A-910——— 


CHICAGO—New addition to Chi- 
cago Electric Mfg. Co.’s line of 
“Handyhot” appliances is a deep fat 
fryer of multiple use. 

Named the ‘“Handyfryer,” the ap- 
pliance is said to instantly seal in 
vitamins and minerals with a mini- 
mum absorption of oils. In addition 
to French-frying, it roasts meats, 
bakes casseroles, makes stews, sim- 
mers soups, and is a dutch oven and 
buffet server, the company says. 


Cooking well, rim, and over half of 
the outside shell is die drawn of one 
continuous piece of plate aluminum. 
This, the company declared, elimi- 
nates the danger of oil seepage or 
accidental water seepage into inside 
walls. (However, the Handyfryer can- 
not be dipped into dishwater. ) 

The appliance is fully automatic, 
the ‘“Temp-O-Lite” signal light, con- 
trol, and dial enabling the user to 
select and maintain the proper tem- 
perature for each type of cooking. 
The dial on the appliance is marked 
from 175 to 400°. 

In the bottom of the unit is a re- 
movable, enclosed Chromalox range- 
type element utilizing 1,050 watts. 

Plastic handles act as a draining 
ledge for the self-draining basket. 
The appliance also has plastic legs 
and a countersunk cover which fits 
over the frying basket handle. 

With each fryer comes a packet 
of step-by-step directions for French- 
frying, roasting, casserole-baking, etc. 
A set of recipes from famous places, 
printed on 3 by 5 recipe cards, is 
included in the packet. 


La Crosse Walk-In Coolers Reduce Erection Costs 


——— LAG BOLT 
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KEY NO. A-911 


LA CROSSE, Wis.—Newly design- 
ed and re-engineered wood and metal 
walk-in coolers are the first of a 
series of new and improved products 
to be marketed by the La Crosse 
Cooler Co. 

Several months ago, the company 


announced completion of additional 
research and factory facilities for the 
purpose of expanding product devel- 
opment and to facilitate more diver- 
sified production. 

The new walk-ins have been de- 
signed to reduce erection costs and 
to insure accurate and positive fit- 
ting of all sections. 

One piece corner construction has 
been designed concurrent with a 
tongue and groove feature throughout. 
Another new factor is use of steel 
lag bolts and pods for increased ac- 
curacy and to effect close fitting 
throughout, thereby minimizing heat 
loss. 

Adjacent to each female section in 
the interior of the walk-in is a re- 
movable panel for ease of inserting 
and tightening steel lag bolts. This 
feature permits all installation opera- 
tions to be performed from the walk- 
in cooler’s interior, according to the 
company. 


© 


Low-Cost ‘Kubemaster’ 
Freezes 250 per Hour 


KEY NO. A-912 


HUDSON, Wis.—United Refrigera- 
tor Co. here has announced a new 
model in the low cost ice cuber field. 

Known as the “Standard Kube- 
master,” this model is said to freeze 
approximately 250 cubes every four 
hours. It has a large storage drawer 
holding over 250 cubes and con- 
veniently located for ready access to 
the ice cubes. 

The unit’s economy in the produc- 
tion of cubes is emphasized by the 
company. 


Thor 
Automatic. 


—KEY NO. A-915— 


ENTRY of Thor Corp. into 
the automatic washer field 
became a reality with the 
introduction of the model 
shown at the right. Thor 
now claims to be the first 
company in its industry 
to make and sell an auto- 
matic, semi-automatic, and 
conventional washer. The 
model is described as 
basically an automatic 
version of the Thor spin- 
ner washer. It will first 
go on sale in Chicago 
late in September. It will 
be priced at $299.50. 


Hussmann Spot Display Case Offers Access on 4 Sides for m 


KEY NO. A-913——— 


ST. LOUIS—A new spot display 
case was recently announced by Huss- 
mann Refrigeration, Inc., located 
here. 

This refrigerated island display 
table, model IT-5, can be used for 
“spot” displays of perishable items— 
smoked meats, produce, dairy prod- 
ucts, poultry, delicatessen items, etc. 
It can be shopped from all four sides 
and is available with a non-refrig- 
erated, lighted superstructure (model 
IT-5Y). 

The case is equipped with a self- 
contained condensing unit, ready to 
plug in. The case can easily be moved 
to any part of the store and can be 
used as an island display, at the end 
of gondola, with or without super- 
structure, the company said. 

Over-all size of the case is approx- 
imately 3 ft. 3 in. by 5 ft. 3 in., 
according to the company. 


The case is now in_ production 
and available for immediate de- 
livery. 


SPECIALISTS 


STAINLESS STEEL! 


ROLL-FORMED AND STAMPED 
PRODUCTS 


FUNCTIONAL and DECORATIVE 
MOULDINGS 
STAMPINGS 
ASSEMBLIES 


* 


COMPLETE FACILITIES FOR 
BUFFING 
ELECTROLYTIC POLISHING 
WELDING 
FORMING 


* 


MORE THAN 30 YEARS’ EXPERIENCE 


* 


SKILLED ENGINEERING SERVICE 


Write for catalog’ and 
rec dati: Prod- 
ucts manufactured to 
your specifications. 


JOHN LEES Division 


Kilgore Avenue 


of The SERRICK Corp. 


Muncie, Indiana | 
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Sporlan C-410 Series 
Fills Big Capacity Needs 


KEY NO. A-914———— 


ST. LOUIS—New series C-410 fil- 
ter-drier units have been added to 
the Catch-All line by Sporlan Valve 
Co. to meet requirements for larger 
capacity units, particularly within the 
2 to 3-hp. range. 

The new series is available in three 
connection sizes: % in., % in., and 
5g in. SAE. Over-all length, depend- 
ing on size of connection fittings, 
ranges from 9% in. to 104% in. Maxi- 
mum diameter measures 3% in. 

As detailed in Sporlan’s Bulletin 
40-10, the new series embodies fea- 
tures employed in other Catch-All 
models, including the molded porous 
core. Molded construction of core pre- 
vents the desiccant from powdering 
or packing, and will not let the re- 
frigerant channel around or through 
the drying agent, it is claimed. 

Besides drying the refrigerant, the 
core serves as a filter to pick up all 
scale, solder particles, or other for- 
eign matter as small as 9 microns 
with negligible pressure drop. 


WE WILL BUY! 


EXPANSION VALVES 
SOLENOID VALVES, ALL TYPES 
REF. FITTINGS and PARTS 


ANY QUANTITIES « MUST BE NEW 
Write, Phone Or Call For 
IMMEDIATE ACTION 


TRACO Industrial Corp. | 


455 W. 19 St., N. Y. 19, WAtkins 4-4302 
(Send for Traco’s complete list 


of sensational bargains) 


Faw kay’, 
“pee hal 


A wis 


-... FILTRINE 
“Taste - Master” 
Demineralizer 


Raby 


Crystal ice ... with- 
out sludge-forming 
rust, sediment, min- 
eral residue . 

chlorine taste... 
‘‘milkiness.”” Ends 
major source of serv- 
ice calls. Write for 
new literature. 


FILTRINE MANUFACTURING CO. 
BROOKLYN 5, N. Y. 
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New products, 
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advertised in Air ConpitioNING & REFRIGERATION NEws 
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promptly. 
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‘Soft Served’ Ice Cream Products 


They Are Answer to Price Squeeze, Solve Bulk Serving Problems, and Satisfy 
On the Premises Consumption Needs, Says Sweden Freezer President 


URBANA, Ill.—‘Soft Served” ice 
cream products should receive favor- 
able consideration by ice cream man- 
ufacturers, as these products offer the 
best solution to the squeeze of spiral- 
ing prices. This was the major theme 
of an address “Soft Ice Cream” pre- 
sented by Harvey F. Swenson, presi- 
dent of the Sweden Freezer Mfg. Co., 
at the University of Illinois Confer- 
ence on Ice Cream Manufacture here 
earlier this year. 

Swenson advocated a distinction 
between these and hard products 
based on the soft or hard state of 
the product rather than its butterfat 
content. 

“A soft served, high milk solids, but 
low butterfat product,” pointed out 
Swenson, “closely resembles high but- 
terfat ice cream in texture, appear- 
ance, taste, and richness, yet has de- 
sirable characteristics of its own, such 
as being closer to the nutritional bal- 
ance of whole milk. It is also more 
flavorsome, smoother, less fattening, 
and enjoys a greater consumer pref- 
erence. 


Nen-Discriminatory 
Distinctions Needed 


“The best interest of the public 
and the dairy industry would be 
served by the establishment of clear 
and non-discriminatory distinctions 
for the categories of hard ice cream, 
hard ice milk, and soft served prod- 
ucts,” said Swenson. 

He then discussed the opportuni- 
ties ice cream manufacturers and milk 
producers have in the development of 
soft served products. ‘“‘Why,” he ask- 
ed, “should the manufacturer continue 
to endure this cost spiral and re- 
duced over-all sales volume, when, by 
capitalizing on the price and flavor 
advantage of soft served products, he 
can build total sales with his mix 
business plus the packaged ‘take 
home’ trade? 

“Soft served products,” stated Swen- 
son, “are the means for solving the 
bulk dispensing problem, and keep- 
ing the retailer’s enthusiasm for mar- 
keting ice cream products is the key 
to the problem. It is the ice cream 
manufacturer’s problem, as the re- 
tailer is his principal 
medium. 

“This problem can be _ solved,” 
said Swenson, “through encouraging 
the retailer to dispense soft served 
products. The retailer would enjoy 
such advantages as lower selling price, 
lower cost of production, and a mer- 
chandising medium which is finding 
strong national acceptance. These soft 
served products will take care of the 
troublesome ‘on the premises’ con- 
sumption and factory-packaged hard 
ice cream will accommodate the ‘take 
home’ business. Soft served products 
will keep the retailer selling ice 
cream instead of non-dairy, com- 
petitive products.” 

To make the most of these popular 
soft served products, Swenson em- 


marketing” 


phasized that Some ice cream manu- 
facturers must change their traditional 
antagonistic attitude to one of sup- 
port. They must begin to think of 
soft served products as an ally rather 
than as an enemy. It’s to their inter- 
est to support legislative action de- 
signed to correct unfair discrimina- 
tion against soft served products, and 
they should prevent new, harmful 
legislation. 


Mix Supplier Can Aid Retailer 


In his relations with the retailer, 
pointed out Swenson, the ice cream 
manufacturer who is generally the 
mix supplier, can be of real assist- 
ance by supplying his retailer with 
the properly prepared and fairly 
priced mix, teaching his staff how to 
work with the retailer in installing 
and operating the equipment and ef- 
fectively merchandising soft served 
products. 

In Washington, Swenson said, there 
is a hearing before the Food and 
Drug Administration to set the defi- 
nition and standards for ice cream 
and related products. Under one of 
the subdivisions of this hearing is a 
section entitled ‘tice milk.” This is re- 
lated to a soft served product and a 
hard frozen product. They are gen- 
erally referred to as soft ice cream 
and ice milk. ; 

Although both products are in the 
same butterfat content range, they 
are actually talking about two differ- 
ent products under the same title, 
the speaker declared. 


Terms Are Broad Ones 


“Soft ice cream is in a very broad 
reference, either a high or low but- 
terfat product served soft, directly 
from the freezer,’’ Swenson stated. 
“It tastes fully as rich as 12% hard 
ice cream even when its butterfat 
level is within the low 4% range of 
hard ice milk. When in the high but- 
terfat range of hard ice cream, it is 
too rich for popular acceptance. 

“Ice milk, in a very broad refer- 
ence, can be the low butterfat soft 
served product referred to above that 
has those desirable characteristics of 
hard ice cream referred to, and then 
some, but it can also be the 3 to 4% 
butterfat content, hard frozen product. 
Most certainly, the meaning of these 
two products should be divided. 

“Much of the discussion during this 
section of the hearings, concerned 
the hardened ice milk product with 
which we are all familiar. It was 
shown that it is primarily used in 
milk shakes and malts as a base. It 
was originally used to lower the tem- 
perature of malts and shakes by per- 
mitting the use of larger quantities of 
the frozen product, without increas- 
ing the fat content. 

“We learned that the customer was 
a bigger consumer when he got a 
drink that was cold and thick with- 
out being so rich. It also reduced the 
cost of the finished product. There 
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was also the talk about ice milk 
as it was used in bars and novel- 
ties, frozen hard without stirring, 
some say; others call it milk sherbet, 
that is, if they are trying to avoid the 
inclusion of ice milk in their local 
legislation, yet furnish this product 
in bars on a stick. 

“There were some who claim real 
gallonage in packaged ice milk sell- 
ing as a direct competitor to ice 
cream, They say it is properly brand- 
ed, of course, and point out that it 
was popularly priced. There seems to 
be a growing group of those advo- 
cates since earlier hearing on the 
subject. They claim the public knows 
what it is buying and they want 
more of it. 


Presented as Inferior Product 


“In all cases, hard ice milk was 
presented there, as an inferior prod- 
uct to ice cream—not as rich, not as 
nicely colored, not as smooth and a 
cheap product in quality and price. 
There was no denial of its healthful- 
ness or denial as to its advantages 
in milk shakes, but for customer 
identification, it was said to be strict- 
ly second rate. 

“The big question was, ‘can its 
quality be held low enough so the 
customer recognizes it instantly as 
not ice cream?’ I am not at all sure 
that the evidence presented in answer 
to this question, gave the true pic- 
ture of what can (and should) be 
done with hard ice milk; nor can I 
say this ‘second rate’ approach in 
presentation or design of the product, 
is to the best interests of the ice 
cream industry. There are some rec- 
ognized authorities that concur with 
this thinking. 

“But, there was also much discus- 
sion of the soft served product. I wish 
to make very clear the fundamental 
use and physical differences with this 
hard ice milk and the soft served 
product. I feel they should not be 
considered as similar products just 
because they have similar butterfat 
levels. 


Hard Ice Milk Has at Least 
100% Overrun 


“Hard ice milk usually has at least 
100% overrun to facilitate dipping and 
dispensing. This overrun is obtained 
while being stirred and semi-frozen 
to temperatures of about 22°-26° F. 
It is then drawn from the freezer in- 
to containers and it is frozen hard 
without stirring at temperatures far 
below zero. It is stored and then de- 
livered to the retailer, always as a 
hard product, and always at a low 
temperature. 

“It is held in ice cream cabinets or 
fountain creamery units for dispens- 
ing and is handled just as hard ice 
cream, usually being dipped from 
bulk containers at about 5° F. If 
served in individual portions, it is 
carried and served at even a lower 
temperature. Like hard ice cream, it 
is frozen hard and it is known as a 
hard, frozen product. In almost every 
respect, it is handled just like hard 
ice cream is handled. 

“Soft ‘ice milk’ is an entirely differ- 
ent product, in processing, appearance, 
and use. It should be known as soft 
ice cream because it is always sold 
and served soft. It resembles ice 
cream in many respects, but it is in- 
stantly recognized as something dif- 
ferent from hard ice cream. It is soft, 
has a distinct and recognizable higher 
temperature, has a _ different and 
smoother texture. 

“Although similar in richness and 
taste, it has a taste that is dis- 
tinctively different from hard ice 
cream. Its method of handling is en- 
tirely different from hard ice cream. 

“In some areas this soft served 
product is popularly called ‘frozen 
custard’ although it usually does not 
contain the eggs which are the dis- 
tinguishing ingredient of custard, nor 
is it a product similar to the hard 
frozen custard which name and de- 
scription is established. 

“There is no question in the con- 
sumer’s mind as to there being a dif- 
ference between these soft products 
and either hard ice cream or hard 
ice milk. The best interest of the con- 
sumer and the dairy industry would 
be served by the establishment of an 
appropriate definition for each of 
these three products. It would seem 
that the proposals of the administra- 
tion and the International Association 
of Ice Cream Manufacturers offered 


at these hearings for ice cream and 
ice milk, need to be modified to limit 
them to ‘hard, frozen products.’ The 
addition of these three words in their 
proposal would permit a distinction 
between a proposal for the soft served 
product as follows: 


Soft Ice Cream Is Semi-Frozen 


“‘Soft ice cream is a semi-frozen 
food prepared from the ingredients 
prescribed (in Section 20-1*) for ice 
cream, which is frozen only while 
stirred and is held in the freezer un- 
der refrigeration until dispensed di- 
rectly from the machine to the con- 
sumer, at a stiff, semi-frozen con- 


sistency with a temperature of not , 
less than 18°F. The kind and quantity | 


of optional dairy ingredients used, 
and the content of milk and non-milk 
solids therein are such that the 
weight of milk fat is not less than 
4% of the weight of the finished 
soft ice cream and the milk-solids- 
not-fat is not less than 12%. Soft ice 
cream contains not less than 5.5 
pounds per gallon. In all other re- 
spects, ice milk conforms to the defi- 
nition and standard of identity pre- 
scribed for ice cream (in Section 20- 
1*) except that no provision for per- 
missive reduction of milk fat shall 
apply, regardless of the presence of 
one or more of permitted optional in- 
gredients (indicated in subparagraphs 
(3) to (8) inclusive of Section 20-1 
(a)*.)’ *Indicated reference to the 
proposal of the Federal Security Ad- 
ministration notice of hearing Docket 
No. FDC-34 (a). 

“Soft ice cream has just under a 
maximum 60% overrun, with”a 9 
pound per gallon mix. Average over- 
run of the product being sold is 
slightly under 50%, varying from 
30% to 60%, with a very small 
amount of inferior product being sold 
in the 80% to 100% overrun level. 

“Soft ice cream is always drawn 
in its soft form directly from the 
machine to be served to the consumer 
for consumption within the hour. The 
product does not retain its desirable 
characteristic features while frozen 
hard for storage. It becomes icy, 
grainy, and coarse, and loses its 
creamy, rich taste. 

“Soft ice cream is the natural name 
for the product because it is soft 
and as rich and creamy in taste as 
hard ice cream, even though it has 
less butterfat than hard ice cream. 
The word ‘soft’ modifies the term 
‘ice cream’ just like the word ‘ice’ 
modifies the word ‘cream.’ In each 


Harvey F. Swenson, Sweden 
Freezer Mfg. Co. president, 
is served from a modern 
soft ice cream freezer at 
the 1950 Dairy Industries 
Exposition. 
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case, the modification represents a 
reduction in the minimum butterfat 
content in order to obtain the most 
desirable product from the customer’s 
viewpoint. 

“Present day soft ice cream is at 
its best, in the range of 5 to 6% but- 
terfat. It does clearly and closely re- 
semble ice cream in its use, richness 
in taste and to some extent in ap- 
pearance. Bear in mind, it is distinct- 
ly different and always identifiable 
in its soft form as different from hard 
ice cream, which is a hard frozen 
product. 

“Is this encroachment upon the pro- 


(Continued on next page) 
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Soft Ice Cream Products Can Bolster 
Slumping Sales Volume, Reduce Costs 


(Continued from preceding page) 


prietorship of the market for ice 
cream? No such complaint has been 
raised, when referring to a soft prod- 
uct in the butterfat ranges of hard 
ice cream. Then, how can one raise 
an issue on a proposal to lower the 
butterfat range for soft served prod- 
ucts, to permit it to be sold at its ad- 
mitted best? This is particularly so, 
when in these lower butterfat ranges 
the richness, creaminess, smoothness, 
and texture of the soft served product 
is equal, if not superior, to its hard 
ice cream, high butterfat brother. 

“The lower level of butterfat of 
hard ice cream is determined on where 
these very factors fall off to the 
point where it is no longer considered 
an acceptable quality. Ten per cent, 
12%, and 14% butterfat ice cream 
served soft is generally considered as 
being too rich for popular consump- 
tion. Fortunately, there are very defi- 
nite characteristic differences in name 
and product in spite of their similar- 
ities. The consumers do know what 
they are getting when they buy the 
soft served product. They recognize 
it as an ice cream product, but as a 
different product. 


Offer Answer to High Prices 


“Are not these soft served products 
offering a rare opportunity to the ice 
cream manufacturer? They come at 
a time when bulk hard ice cream 
sales are slipping under the pressure 
of high prices; when high costs pre- 
vent the ice cream manufacturer from 
providing needed margins of profit for 
their retailer; margins that will en- 
courage retailers to sell ice cream 
products and provide the financial 
means for them to enthusiastically 
get behind merchandising an_ ice 
cream product. 

“Soft ice cream cuts the retailer’s 
food costs more than in half when 
compared to handling bulk hard ice 
cream. It pays a handsome profit to 
the retailer; at the same time, it al- 
lows him to reduce his selling prices. 
It takes the hard work out of hand- 
ling ice cream, for you know it’s 
slow, hard work to dip hard ice 
cream, while it is quick and easy to 
serve soft products directly from the 
freezer. 


Higher Butterfat Consumption 
Good for Dairy Industry 


“All of these things sell a lot of 
dairy products. It is good for the 
dairy industry, because increased 
sales make up far more total butter- 
fat consumption than is ever lost by 
the reduction in fat percentage of the 
product. The farmers’ whole milk 
sales are up, with the consumer's 
preference for the soft served prod- 
uct and retailers again merchandis- 
ing ice cream products with en- 
thusiasm. 

“How does an ice cream manufac- 
turer advantageously fit himself into 
this picture? First of all, he moves a 
lot of dairy products in the form of 
mix. Mix can be handled and is han- 
dled by many, on as profitable a basis 
as the handling of ice cream. The ice 
cream manufacturer then concen- 
trates his hard ice cream production 
on the packaged, take-home trade. 
For that business, he has all the ad- 
vantages on his side, just like all the 
advantages are in favor of the soft 
served product for the bulk ice cream 
business. 

“These two products are companions 
for the alert ice cream manufacturer. 
His future success is best attained 
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by capitalizing on the features of 
each. 

“There is actually not much choice 
in the matter. The ice cream manu- 
facturer is dependent upon the suc- 
cess of his retailers. If his present 
retailers do not get the advantages 
of these soft served products through 
him, they will either get them through 
someone else, or the retailers will 
lose their bulk ice cream sales to the 
specialty stands which are using the 
soft served advantages. 


Gives Retailer Bigger Margin 


“Retailers soon learn of their posi- 
tion in this situation. The ice cream 
supplier can oppose the retailer’s 
best interest if he wishes. But the ice 
cream manufacturer finds that he 
has lost all of the retailer’s business, 
as the retailer lost confidence in the 
manufacturer serving the retailer’s 
best interest. 

“Soft served products are the an- 
swer to the most important prob- 
lems_in the bulk ice cream business. 
It provides a reduction in ice cream 
selling price. It reduces the cost of 
production. It provides the retailer the 
margins needed. It provides a new 
merchandising medium which has 
particular advantages at the point- 
of-sale. It gives relief to the ice cream 
manufacturer on his equipment in- 
vestment in the retailer’s store. It 
eliminates the -serious’ sanitation 
problem in dipping ice cream. It 
solves the problems of ice cream por- 
tion control. 

“How does an ice cream manufac- 
turer go about it? First of all, the 
manufacturer must accept the prod- 
ucts as an ally rather than a competi- 
tor. When he does so, he will stop 
combating the shift to this modern 
trend of bulk ice cream merchandis- 
ing. He will do the very best he can 
to get the most out of it. 


Four Basic Steps To Be 
Given Attention 


“TI think there are four basic areas 
of effort to give attention to. They 
are: 

“1. Develop the best means of fur- 
nishing the best mix to the retailer. 

“2. Train your staff to best use the 
soft served products. 

“3. Help the retailers do the best 
possible job with their soft served 
products. 

“4. Take legislative actions to help 
the product rather than hinder its 
wide use. 

“What is the best means of furnish- 
ing the best mix to the retailer? 
Let’s consider the following: 

“(a) The ice cream manufacturer 
should provide a special mix for this 
soft serve business. They should not 
try to use an ice milk mix com- 
pounded for hardened ice milk. They 
should develop a mix that will give 
the best possible soft serve product 
for their particular trade. What are 
the factors that are considered best: 

“1. A dry firm product. 

“2. One that is refreshing yet rich 
and smooth in taste. 

“3. One that is ‘right’ at about 
20° F. 

“4. One that will not break down 
over long periods in the freezer. 

“5. Properly priced mix. 

“(b) The ice cream manufacturer 
who furnishes mix to these retailers 
must hold his product to a very close 
tolerance of uniformity. Variations 
in mix cause great difficulties in the 
retail store. This product must be 
handled by help who do not under- 
stand how to make variations in their 
handling technique to cope with vari- 
ations in the mix. Ice cream manu- 
facturers are used to having their 
freezer men vary their production 
procedures in order to cope with these 
mix variations. They must realize 
that you do not have this trained, 
technical help in the retail store. 

“(c) The mix supplier must pro- 
vide his product in containers that 
are best to handle in the food serving « 
trade. That is, handle it out in front 
of the customer, in the restaurant, the 
drive-in, or out alongside the soda 
fountain. 

“The most ideal arrangement is the 
use of single service containers. Mix 
packed in one quart containers is fine 
and they can be packed on the regu- 
lar milk packing equipment which is 
generally readily available in your 
own plant or in affiliated milk plants, 
or even packed by contract if neces- 
sary. 


The single quart container is en- 
tirely satisfactory, but the two-quart 
single service carton is even more | 


ideal because of the larger package 
size. There are real savings for the 
ice cream manufacturer, as well as 
the consumer in the use of this kind 
of package. 

“Other than this, the use of small 
light containers is necessary. I know 
that 10-gallon cans are an ideal mix 
package for the mix supplier. But, 
they are far from ideal for the re- 
tailer who must handle them, or clean 
and use the extra equipment neces- 
sary to handle them. 

“Never use over a 5-gallon con- 
tainer—preferably two or three gal- 
lons, if multiple use containers are 
to be used. Some successful mix pro- 
ducers use one gallon glass jugs of 
the wide mouth variety, or one and 
two-quart glass containers, if they 
are set up for production washing and 
packing, and are not set up for paper 
carton packing. 


Keep Proper Delivery 
Schedules 


“(d) Finally, the mix producer 
should see that mix is delivered on 
proper schedules. The establishment 
of routes on a regular basis is an 
entirely practical procedure, with de- 
cided advantgaes for both the retailer 
and the mix supplier. Delivery econ- 
omies will easily underwrite the cost 
of setting up a proper supply system 
for the retailers. The retailers want 
this proper supply without giving 
individual and special attention for 
their daily mix requirements. 

“How can you train your staff to 
make the best use of these soft served 
products? 

“(a) Your staff should know where 
to bring the advantages of soft served 
products to the attention of your 
accounts. They should not wait for 
the retailer to bring their interest in 
soft served products to the attention 
of their ice cream supplier. 


Staff Should Know Advantages 
Of These Products 


“(b) Your staff should learn how 
to use soft served products. For an 
example: When an account has a 
need to reduce his bulk ice cream 
costs in order to attain a successful 
operation. How to use these soft serv- 
ed products to meet competition of 
the specialty soft serve stores. How 
to use soft served products to speed 
up service and turnover in an estab- 
lishment. How to help the retailer 
solve his labor problems with soft 
served products. 

“(c) It is also important that your 
staff knows how to present the ad- 
vantages of these products to your 
customers. That is, do a good selling 
job to use these products instead of 
avoiding their use. It is a reversal of 
approach which has been followed 
by the less alert ice cream manufac- 
turer. 

“(d) Your staff must also learn 
how to use the local dealer in this 
equipment to handle the transactions 
of selling and installing soft serve 
machines. It is to the ice cream man- 
ufacturer’s interest to do this. It will 
help the manufacturer keep a mini- 
mum investment in his customer. It 
will avoid price cutting in the equip- 
ment that results in absorbing equip- 
ment costs, in the cost of mix. 

“After all, the retailer is going to 
make sufficient margins in this prod- 
uct to pay for his own equipment 
costs. It puts the responsibility of 
success in the venture on the retailer, 
and it encourages the equipment dis- 
tributor to cooperate with you in es- 
tablishing and holding your accounts. 

“It will avoid forcing the ice cream 
manufacturer’s competitor into a 
competitive equipment business, and 
the long chain of events that result 
from this situation. Keep this in the 
hands of the equipment dealer. Sup- 
port his fair margins which enable 
him to do the very best possible job 
of merchandising this equipment and 
seeing that its users get the most out 
of it. 

“How can you help the retailer do 
the best possible job with his soft 
served products? 

“(a) One way is to see that your 
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“This is a funny book,” declares 


George Taubeneck, editor of Air 
Conditioning & Refrigeration News, 
in his heading for Chapter 1. That's 
true. You'll laugh! You'll learn. too. 


“One Foot in the Door” is the 
laugh-and-fact-packed story of Spe- 
cialty Selling. It takes you back 
through chuckling pages to the birth 
of the specialty merchandising art 
under John H. Patterson of N.C.R. 
fame, and it takes you forward— 
again with smiles and guffaws—to the 
shining future. 


It clearly delineates the selling 
principles which years of experience 


1. “This Is a Funny Book” 

2. The Old Master—and How He Got 
That Way 

Making Direct-Mail Advertising Re- 
spectable 

Hair Grows on a Billiard Ball 
Publicity Isn’t Always Free 

People See Better Than They Hear 
How to Humanize Your Company 
Tom Thumb Cartels 

Finding the Rainbow's Pot-of-Gold 
There’s Always One Best Way to Tell 
Your Story 

You Can’t Get Off First Base Without 
a Sales Manual 


a 
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have set up—and makes them easy to 
remember by associating these prin- 
ciples with humorous anecdotes. It 
vigorously points up the job ahead 


for 


sales management—tells 


what, 


where, why, when, and how. 


It pleads eloquently for—and points 
the way toward—the more efficient 
distribution system that will be one 
of the strongest bulwarks of private 
enterprise. 


It does all this so agreeably and 
fascinatingly that, when you finally 
finish it, you'll call it the most enjoy- 
able book you've read in a decade. 


12. 
13. 
14. 


15. 


16. 


17. 


18. 
19. 
20. 


22. 
23. 


24. 


CHAPTER TITLES from “ONE FOOT IN THE DOOR*’ 


“It Pays for Itself” 
Ask the Man Who Uses One 
Everybody Loves a Convention 


Sales Training Schools Must Be Clever 
and Entertaining 


Circuit Riding Becomes a Profession 


Make It Clear, Make It Simple, Make 
It Direct 


Just a Minute, Dear 

Five Will Get You Ten 

Mama Can Help, Too 

Ask the Man Who Does the Work 
Factory Open House Policy 

Who Says You Can’t Sell Abroad? 
“Tell All” Promotion Rings the Bell 


PUBLISHED BY 


CONJURE HOUSE 
BOOK DIVISION OF 
BUSINESS NEWS PUBLISHING CO. 


450 WEST FORT STREET 
DETROIT 26, MICHIGAN 


USE THIS 
COUPON _— $ 0 0 


CONJURE HOUSE 


450 WEST FORT STREET 
DETROIT 26, MICHIGAN 


PLEASE SHIP US ............ 
THE DOOR” AT $3.00 PER COPY. 


[) CHECK ENCLOSED 


«USE THIS COUPON 


POSTPAID* ——————— ——.. 


Div. of Business News Publishing Co. 


COPIES OF “ONE FOOT IN 


BILL US 


Should READaas r 
ee eee hi 
2 355 
i : ££ ba 
; ONE 4 
rn : 
at 4 ae 
es “2 ne 
—e — OF, 
r 0) " | HOR | 
- : See GH - LEARN - PROFIT BOOK re 
a j | 
st SeaeeotORGE F. TAUBENECK “ 
rs a at 
at ae 
it- Ee 
re- sik 
SS 
ip- 
ct- ag Be 
i ee ee 
rd ‘ 
en a 
ro- i 
 =—l (as tc ll 
| a 
is “ ~— < 
wie 
a — 
i po | 4 
. 
—_ | 
eee 
oe es 
, : a 
| = 
SS 
. @ 
P| 
ay 
= l a i. 
buy DEA | ey Br: 
. ed” | be as 
Job te | aa 
| ee 
\ IN S29 —————_ | -——-—---————- ONLY See = 
HE vA: ————IEs | oe 
t D | a 2 
you NEED | | i | ® 
| | | Ie 
| | | | Ma w 
; | Ss 
a | Company cS 
ee | Pe : 
ZE | - | rae 
© Ly adeaarsdusueaes Wiueen eaceees ecdaeroraseaeaetn ion | - 
l ‘ : 9-3-51 | ‘= 
ee, *Postpaid only when remittance accompanies order. ; . 
. Oe, 
ee 
a. fg wise ee : ‘ va dé r+ oo mae ¥ > . a. S > fy F 4 Ser: r a as? ; a a ee ers Ai ee - ie aa F : = : * ae a 
Seah Se at. 7 eee oy eae a4 ei ed ae re et oy See it. ek ee Fn DR ee “eek yy Shot te S0iS) SL - ae es arn ee ER; ee * 
ah dnt hha eevee ae RR oie ad he oD Bo i a ae ee eee oe AP ee SPicag yee Ce ae Sy 
Bs wines Poe Sea) ge ee eR a ta en ae ee ~ de So U.S eee SS Ty yc ee ihe ae > Pn ale ae an eet pat See Re oe. igre hte 


% 
¥, 
~ 


16 


AIR CONDITIONING & REFRIGERATION NEWS, SEPTEMBER 3, 1951 


Advantages of Soft Ice Cream and How To 
Push Them Cited by Sweden Freezer Head 


(Concluded from preceding page) 
salesmen, delivery men, and your 
servicemen know how to show the 
retailers the best possible way to 
operate their equipment. Another 
way is for the mix manufacturer to 
provide point-of-sale materials and 
such merchandising aids that the re- 
tailers cannot supply for themselves. 
This material must be bulk pur- 
chased. Such things as backbar ban- 
ners, menu clip-ons, trade name mer- 
chandising—help him tie in mer- 
chandising of soft served products 
that are companions of syrups and 
toppings for example, or alamodes 
tied into pie sales. 


Manufacturers Should 
Lead Way 


“(b) Manufacturers should lead 
the way by making use of the ad- 
vantage of soft served products in 
their own company controlled stores. 
Make those company controlled op- 
erations pay their own way with 
the same kind of overhead profits 
that the independent retailer requires 
in order to stay enthusiastically in 
business. Soft served products will 
make it possible for you to do that 
in your company controlled retail op- 
erations. 

“Under legislative actions to be 
taken. 

“(a) Existing legislation should be 
corrected and new legislation should 
be prevented that makes it difficult 


to use fountain freezers in the regu-- 


lar ice cream shop. Primarily, this 
is in reference to the requirement for 
separate enclosure around the freez- 
er, or any other form of construction 
requirements that are either design- 
ed to curtail freezer installations in 
the retail store or which are unneces- 
sary from a sanitation or customer 
viewpoint. Bear in mind, they are dis- 
pensing units, not manufacturing 
units. 

“(b) We must also see that legis- 
lation provides that the very best 
soft served product can be served. 
That is within the ranges of from 4 
to 6% butterfat and with milk solid 
and other harmless ingredient in- 
clusions that will give a product 
which is to the best interest of the 
consumer. 


Must Avoid Discriminatory 
Tags 


“(c) We must also see that these 
low butterfat, high milk solid prod- 
ucts are not tagged with discrimina- 
tory titles. If they are to be identified 
separately from ice cream, they 
should be identified with the best 
possible title to enhance marketing 
of the products. A title like “soft ice 
cream” rather than a title ‘imitation 
ice cream” is an example. 

“Let’s quickly summarize and touch 
on the heart of this thing in conclu- 
sion. We must not forget that a re- 
tail establishment serving food for 
consumption on the premises must 
keep its food costs below 40% of its 
sales check. A_ successful fountain 
operator aims at 33!;% food cost. 


Lower Margins Will 
Upset Industry 


“When faced with rising operating 
costs, an ice cream manufacturer 
cannot decide that the retailer must 
learn to run his ice cream business 
with a smaller margin as has been 
exploited by some ice cream manu- 
facturers. They are asking the re- 
tailer to change a fundamental fact 
of his business. It will upset the en- 
tire ice cream marketing structure. 


“The retailer has rising operation 
costs in every phase of his business, 
too. When you fail to supply ice 
cream products within a 14 food cost 
area, your link in the chain of mar- 
keting your products to the con- 
sumer is very seriously weakened, if 
it is not broken. 

“Obviously, the records of ice 
cream sales support this fact. Hard 
ice cream sales are seeking their mar- 
ket through the home consumption 
trade. It’s a logical direction to turn. 
Retailers can handle take-home busi- 
ness on the margin that ice cream 
manufacturers can afford to give 
them. 

“The factory-packed product lends 
itself to factory production, opening 
many opportunities for mechanical 
process savings. The branded pack- 
age, widely distributed, is the ideal 
medium for advertising and other 
marketing developments. Every ad- 
vantage of that trade is to the bene- 
fit of the ice cream manufacturer. 

“The bulk ice cream market does 
not enjoy these advantages pertinent 
to the home consumption trade. Keep 
that market for ‘on-the-premises con- 
sumption’ of ice cream with the ad- 
vantage of soft served products. Bear 
in mind that the sales volume present- 
ly enjoyed and steadily increasing 
has established the fact that the pub- 
lic wants the low butterfat, high milk 
solids soft served products. 

“And look what it does for them 
and the retailer: It is the heart of 
the situation. 


Costs Compared 


“Hard ice cream at $1.44 per gal- 
lon with a 100% overrun costs the 
retailer 2 cents an ounce. A tulip sun- 
dae, for example, has 5 to 6 ounces 
of ice cream. That is 12 cents cost 
plus a couple of cents for topping, 
or 14 cents. With a 1% food cost, that 
sundae should sell for 42 cents; but 
tulip sundaes don’t sell for that kind 
of price. 

Soft served ice cream _ products 
made of low butterfat, high milk 
solids mix that weighs about 9 pounds 
to a gallon and cost about $1.00 per 
gallon, make a product cost of about 
% cents per ounce, after you add the 
cost of flavors. That ounce at the 
average 50% overrun is just slightly 
bigger than the hard ice cream ounce, 
after it is dipped. Six ounces of ice 
cream at % cents an ounce is 4% 
cents in that same tulip sundae. Add 
the same 2 cents worth of topping 
and you have a 6'%cent product cost. 

At 331, % food cost ratio to selling 
price, that product does sell for 19% 
cents; as a matter of fact, it has a 
reputation of very big sales at 25 
cents. We are talking about the dif- 
ference between a product that does 
sell at a profitable low price as com- 
pared to a product that should sell, 
but does not sell at a too high price. 

“And let’s not forget that soft 
served products take the hard work 
out of handling ice cream sales. It 
speeds up service, which pleases cus- 
tomers and gives the retailer greater 
stool turnover in his store. It elimin- 
ates the sanitation problem of dip- 
ping ice cream, that consumers are 
learning to be afraid of and definitely 
do not like. 


To Build Refrigerated Barges 


BLAIR, Neb.—The Kelly Ryan 
Equipment Co. here will build six re- 
frigerated barges for the Navy un- 
der a $1,272,000 contract. Previously 
the company had been awarded a 
$160,000 contract for the construc- 
tion of a 500-hp. river tow boat. 
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Another KRAMER first! 


THERMOBANK 


for 


KRAMER TRENTON CO. 


For the First Time, a completely automatic 
ammonia system for freezing temperatures. 


MONIA 
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Refrigeration Problems 


and their Solution 


by Paul Reed 


For Service and Installation Engineers 


Question & Answer 
On Liquid Head 
In a Tall Building 


QUESTION: 

It is the desire of a local company, 
which is just completing the erec- 
tion of a 10-story building, to place 
a one hundred-ton condensing unit 
in the basement and run risers from 
the ground to the top story, having 
an air conditioning coil mounted in 
the air duct on each floor, total rise, 
90 ft. 

We fear that excessive head pres- 
sure will be necessary to lift the 
“Freon” this height, and that fur- 
ther, with reduction of pressure as it 
rises, that vaporization will take 
place, at least on the upper floors, 
and that poor results will be ob- 
tained. 

It seems impossible to mount the 
compressor in any location but the 
basement. Up to this point, we have 
suggested as an alternative, the use 
of chilled water. Your opinions and 
suggestions would certainly be ap- 
preciated. 


ANSWER: 


You are quite correct in your 
analysis. It would require excessive 
condensing pressures in order to get 
the “Freon-12” (assuming that it is 
the refrigerant considered) to the 
top floor. Moreover, it would be dif- 
ficult to avoid excessive flash gas. 

Liquid “Freon-12” at 75° F., 
weighs approximately 82 p.c.f., so for 
every foot of rise of the liquid line, 
there would be a pressure drop of 
.57 p.s.i. (82+144). In the 90-ft. rise, 
the pressure drop due to the weight 
of the liquid would amount to 51.3 
p.s.i. To this would be added the 
pressure drop due to the frictional 
effect of the liquid line piping and 
fittings, so there would be a total 
pressure drop to the top story of 
perhaps 60 p.s.i. 

Using a larger size pipe for the 
liquid line would reduce the fric- 
tional pressure drop. This is a com- 
paratively small part of the total 
pressure drop, however, so a re- 
duction of the friction head would 
have little effect on the total pres- 
sure drop. 

If the normal condensing pressure 
were 110 p.s.i., and the pressure 
drop to the top story 60 p.s.i., the 
pressure of the liquid at the top story 
would only be 50 p.s.i. 

Direct expansion evaporators for 
air conditioning (with ‘Freon-12’’) 
are usually run at about 40 p.s.i., 
corresponding to an evaporator tem- 
perature of 44° F. This would leave 
only 10 p.s.i. across the valve. The 
capacity of the expansion valve at 
that pressure difference would be 
but a fraction of its normal capacity. 


INCREASING CONDENSING 


PRESSURE TO OFFSET 
LIQUID HEAD 
To get liquid “Freon-12” to the 


top story, despite the liquid head, 
would mean reducing the water flow 
through the condenser, so as_ to 
build up the condensing pressure 


© at least 50 p.s.i. above normal, if 


you were willing to accept a pressure 
drop of 10 p.s.i, and even this is 
double the 5 p.s.i. pressure drop 
through the liquid line, that in good 
practice, is considered about maxi- 
mum. 

It is a reasonably accurate rule- 


of-thumb for “Freon-12,” that a 5- 
lb. increase in condensing pressure 
results in a loss of capacity of the 
condensing unit of about 2%. A 50 
p.s.i. increase in condensing pressure 
would therefore mean a 20% reduc- 
tion of capacity of the condensing 
unit from 100 tons to about 80 tons. 

If the load requires 100 tons of 
refrigeration, the 100-ton unit would 
fall far short of capacity and a unit 
of about 125 tons would have to be 
used instead, at, of course, a con- 
siderable increase in first cost and 
interest on investment. Also the 
power costs would be a great deal 
higher for a larger unit operating at 
lower efficiency. 


RECIRCULATING THE LIQUID 


Liquid refrigerant circulating sys- 
tems have been used, wherein the 
liquid line is a complete circuit, 
with the liquid refrigerant circulated 
by a liquid circulating pump. Taps 
are taken off from this line for the 
various expansion valves. With this 
method condensing pressure remains 
normal but flash gas is not reduced; 
however, this method involves con- 
siderable additional initial cost and 
operating expense. 


BY-PASSING FLASH GAS 


As the pressure drop becomes pro- 
gressively greater with the increased 
height of the liquid line, the amount 
of flash gas in the liquid line on the 
upper floors would be so great that 
the sizes of the line and expansion 
valves would be out of all reason, and 
steps wold have to be taken to re- 
lieve the flash gas. 

This can be done as was described 
in this column in the Aug. 14 and 
28, 1944 issues of AIR CONDITIONING 
& REFRIGERATION NEWS, and which 
now appear as Chapter 11 of Manual 
J-1 under the title “Flash Gas.” 


This method involves the use of 
an auxiliary liquid chamber, electric 
float valve and electric solenoid valve, 
all in a by-pass line from the liquid 
line to the suction line. As flash gas 
forms in the auxiliary chamber its 
pressure on the liquid increases, and 
this lowers the level of liquid in the 
auxiliary chamber. 

The electric float switch closes at 
a pre-determined minimum liquid 
level, and turns on the current to 
the solenoid valve, which opens and 
allows the flash gas to purge through 
the by-pass line into the suction line. 
Relieving the flash gas pressure in 
the chamber allows the liquid level 
in the chamber to rise and main- 
tain a solid liquid refrigerant to the 
expansion valve. 

This method of relieving flash gas 
requires a considerable increase in 
the suction line size to accommodate 
the flash gas as well as the normal 
vapor from the evaporator. 

Preferably, one set of these flash- 
gas by-pass arrangements would be 
installed on each floor, although one 
for every other floor would probably 
suffice. 
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REMCO 


“loss eliminators” 
Pull-up 
Profits | 


You! fs aa* 


Genuine Joe Says: 
“WAGNER BEARINGS 
are BEST...” 
a Wagner's 87 


wt ‘ tin babbit-lin 


bearings are best 
because they 
have: 


1. Extreme load-carrying 

capacity. 

2. Excellent anti-seizure properties. 

3. High resistance to corrosion by 
acids present in oil. ne 


Wagner Electric @rporation 


6471 PLYMOUTH AVENUE, SAINT LOUIS 14, MO., U.S.A. 


up to 150°. 


Liquid Indicators Eliminate 

losses from leaking liquid in- 

dicators. E-Z to see through, 
20 leakproof, perfectly safe. 


Flare Nuts Eliminate losses from 
loosened and cracked flare nuts. 
Ideal for use anywhere in system. 


RE MC O incorronares 


PA. 


ZELIENOPLE 


for +t, RO 


Drier Filters 
Eliminate all 
losses from 
breakdowns — 
r highest efficien- 
cy evenatliquid 
temperatures 


SUB-COOLING THE LIQUID 


Flash gas can be prevented by 
sub-cooling the liquid to a tempera- 
ture corresponding to the reduced 
pressure of the liquid at the top 
floor. In our example, the liquid 
would start at a pressure of say, 150 
p.s.i. at the bottom and with a 50- 
lb. pressure drop would arrive at the 
expansion valve on the top floor at 
100 p.s.i. 

The condensing temperature cor- 
responding to 150 p.s.i.g. is 117° F., 
and corresponding to 100 p.s.i.g. is 
90° F. If the liquid is sub-cooled so 
that it arrives at the top story at 90° 
F., no flash gas would form in the 
liquid line. 

Sub-cooling the liquid can be done 
by one or more auxiliary evaporators. 
Some sub-cooling can be done by 
heat-exchangers. 


CHILLED WATER SYSTEM 
RECOMMENDED 


Undoubtedly, the chilled water sys- 
tem would be much more satisfactory 
for this building than direct expan- 
sion. It is true that there are some 
heat losses, and the initial cost of 
the cold water piping and insulation 
is greater than for a normal direct 
expansion system. Since the only 
possible location for the condensing 
unit in the building is in the base- 
ment, there should be little hesitancy 
in choosing the circulating chilled 
water system. 

Moreover, the chilled water system 
gives much better flexibility to the 
installation, especially in load dif- 
ferences between rooms, and in 
zoning for better temperature con- 
trol. Despite the higher initial cost, 
chilled water systems are becoming 
increasingly popular even in one or 
two story buildings in which the 
liquid head is no problem, because 
of these advantages. 


The chilled water system also con- 
tributes to greater safety, for all of 
the refrigerant is confined to the 
machinery room. 


New England Wholesalers 
Plan Outing Sept. 19-20 


SPRINGFIELD, Mass. — Annual 
outing of the New England Refrig- 
eration Wholesalers has been set for 
Sept. 19-20 at Norwich Inn, Norwich, 
Conn., it was announced here. 

The event will start at noon Sept. 
19 with a luncheon. Cost of the out- 
ing is $35 a person. 

Reservations may be made with 
Carle P. Payson, 609 Main St., 
Springfield, Mass. 
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LARKIN HUMI-TEMP UNIT 


For clean, smart lines, satin-smooth 
finish, color and overall good 
looks—Larkin leads. Behind this 
beauty is the quality and perform- 
ance that keeps Larkin ahead. 
« 

Manufacturers of the original Cross-Fin 
Coil — Humi-Temp Units — Evaporative 
and Air Cooled Condensers —Air 


Conditioning Units and Coils — Direct Ex- 
pansion Water Coolers — Steel Vacuum 


Plate Coils — Heat Exchangers. ry 
WATCHDOG OF THE NATION’S FOOD SUPPLY D) 
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NEMA’S June Freezer Sales Rise 12% over May 
397,922 Units Sold During 1st 6 Months 


Summary for June and First Six Months, 1951 
Electric Farm and Home Freezers—Complete—Sales by Sizes—Units 


Commission Salesmen 


(Concluded from Page 1, Column 3) 


ney, and Benjamin Roberts, New 
York labor arbitrator and attorney. 
Labor is represented by Fred Piper 
of the CIO headquarters here and Ray 


Eight Television Producers Slash 


Prices on Current. Models $10 to $115 


DETROIT — Eight manufacturers 
of television sets have slashed list 
prices on current or 1952 models from 


models from $10 to $50 and increased 
dealer discounts on nine receivers as 
it brought out four new models. The 


JUNE McCall of the AFL Teamsters’ Union 
Domestic in New York City. $10 to $115. four new sets are priced from $229.95. 
(48 States Other George Faunce, vice president, The companies are General Elec- for a 17-in. table model to $359.95 for 
Sizes and D.C.) Canadian Foreign Total treasurer, and general counsel of Con- tric, Philco, Admiral, R.C.A. Victor, a 20-in. console. 
1. 49 cu. ft & under 2 9 tinental Baking Co., and James Motorola, Westinghouse, Sylvania, Exact price cuts of a new Admiral 
2. 5.0 to 69 cu. ft ie 2.186 Sh 155 2341  Worthley, assistant to the president and Stewart-Warner. In the case of line of 11 TV and radio sets were not. 
‘ @m@enma.s..... 6 302 424 260 6936 Of Sears, Roebuck & Co., represent R.C.A., early reports indicated that made public immediately. However, 
od 4. 9.0 to ‘tnt... 3.383 a 10 3.393 + industry. Named as an alternate in- the reductions had greatly stimulated it was announced that the line in- 
ci ff ato mg cu. samme nose anra | SUCEclnr nemlcten Chicago "© "Varied reaona wore give for the $3005 "= Tedioghoncgrayh. commie 
op : a - 0 my > i a 352 ae a. The panel will Kanani itself oh reductions. Two companies—General for $169.95, and a table snodel radio- 
50 8. 21.0 to 29.9 cu. ft. ... 697 ni 697 those commission salesmen under Flectric and Sylvania—said they took phonograph priced at $59.95 and 
0- 9. 30.0 to 39.9 cu. ft. ... 546 ea ss 546 WSB jurisdiction. Most of these are , CO RO CUTE A COR. =. pd = >. Bans 
inside sale " . Ss xpens 
he iaeman | # : ~~ "he Salary Stabilization Board is The New York Times quoted trade combinations. 
- 12. 60.0 cu. ft. and over 16 16 now looking into the problem of pay Surces as saying R.C.A. and Admiral | Cuts in the prices of current R.C.A. 
 Total—All Models ... 61,102 1,284 936 68,322 stabilization as it applies to com- WE€re forced “by the pressure of com- sets reportedly range from $40 to 
ie 13. Total Upright Models. , : mission salesmen under the board’s Petition” and “the complete collapse $115. A trade source said the 17-in. 
vs (Ineluded in above) 1,489 1.489 jurisdiction. These are mainly whole- Of retail list prices” to lower their Fairfield console was reduced from 
is ; sale salesmen. prices. However, Admiral claimed it $389.50 to $299.95. Ten new sets were 
so FIRST SIX.MONTHS (24-25 Companies) Four basic factors are involved in WS able to cut prices because of re- to be introduced around Aug. 27 at 
al Domestic the csmaqger of roger = age par Rags sapergicceel ite nies a, lower than those on present 
th pensation of employes paid wholly or ’ ° : 

Sizes prod ; Canadian esd Total in part on a commission basis, ac- ing out that production costs have Prices of Sylvania 1952 sets were 
ne — ? es 2 46 4g cording to the WSB. They are: been reduced through a five-year cut $30 to $50, while those of new 
rs. Dae Pog iui id sa 1. Th iabl hich affect total ®cOmomy campaign. In addition, the Motorola and Westinghouse models 
by = ra aa sn 4 eae ae 1.282 a apn dmg yo g Pome earn — company cited the heavy volume of were reduced $20 to $100. The 1952 

: je ro ro ge ft. .... 33,093 “a 777 33.871 vidual employe effort: the level of Orders taken at its recent New York Motorola sets are priced from $169.95 
. . . . . seer , ’ ’ 4 . : @ e “ 9. 1 
5. 11.0 to 129 cu. ft. ... 118,890 1,531 2,218 122,639 the base pay rate to which commis- 4n¢ Chitago distributor meetings to $389.95 
6. 13.0 to 16.9 cu. ft. . 111,489 824 365 112,678 Sion earnings are added; the com- peak cutpet) end lower priess fer 
7. 17.0 to 20.9 cu. ft. ... 51,805 99 179 52,083 ‘mission rate by itself; unit sales vol- cathode ray tubes and components * 
IS- 8. 21.0 to 29.9 cu. ft. 5,385 we 5 5,390 ume; price of goods and services; nar re, es 10 ators-- 
ry 9. 30.0 to 39.9 cu. ft. ... 1,788 as ii 1,788 availability of supplies; government The G-E cuts in list ori t it 
n- 10. 40.0 to 49.9 cu. ft. ... 3 ve mi 3 consumer credit problems; and con- ; ist prices of its 
=e 11. 50.0 to 59.9 cu. ft sumer demand. 13 TV receivers ranged from $20 to (Concluded from Page 1, Column 2) 
of 12. 60.0 cu. ft. and over .. 58 i si 58 2. A comparison of earnings be- gg gay ngs ne 9 a a of Bay City, Mich., is alleged to have 
on Total—All Models ... 388,722 3,737 5,463 397,922 tween two periods does not in itself 5... $269 95 to $249 95 a d pin sera ignored an OPS warning of July 17 
et 13. Total Upright Models indicate increase in basic compensa- 2+ cot a 20-in. console f 9586 te to file such information. This is the 
ly (Included in above) 10,649 me 1 10,650 tion. Earnings may increase without gi," : a eee a po i as 2 = nil by 
n ici : ; , : increasing the commission salesmen’s 3 er n the country. 
= Participating companies: Avco Mfg. Corp.; Ben-Hur Mfg. Co.; Carrier os og on because of price increases In a letter to distributors, the com- The New Orleans firm of Emblem, 
cy Corp.; Coolerator Co., The; Deepfreeze Appliance Div., Motor Products Corp; oa icin = campaigns, etc. "pany said the new prices would be  Inc., was to be given a hearing Aug. 
va Frigidaire Div., General Motors Corp.; General Blectric Co.; Gibson Refrig- - : oh . in effect for a limited time only and 29, and a case against Mrs. Albert 
erator Co.; Hotpoint Inc.; International Harvester Co.; Kelvinator Div., Nash- ude pba ee ee ee were subject to revision upward on Mellem, doing business as Evie’s Tot 
Kelvinator Corp.; A, J. Lindemann & Hoverson Co.; Masterfreez Home Locker . ng : 24 hours’ notice. Shop at Devil’s Lake, N. D., to 
‘mM Mfg. Co.; Maytag Co., The; Norge Div., Borg-Warner Corp.; Refrigeration Div., increase, magnifies the impact of the Phileo reduced prices on 17 1952 be heard Aug. 27. 
he Philco Corp.; Revco, Inc.; Sanitary Refrigerator Co.; Schaefer, Inc.; Emil rate increase. , = 
if- Steinhorst & Sons, Inc.; Seeger Refrigerator Co.; Victor Products Corp.; West- 4. Determination of commission ecm 
in inghouse Electric Corp.; Wilson Refrigeration, Inc. earnings is based on three elements: eos ae 
n- © number of units sold, price, and com- < oe, 
st, mission rate. She x 
ng F reezer Sales ding +RP Attack _ Related to these factors are six : ka LRN Ta I oe 
oF (Concluded from Page 1, Column 4) specific problems, the board indicated: . ar S op) SE ag 
he 1. Varyi thods of payi . ‘ , , 
H er, the order was reversed » VEEFING MENOSS CE PAYNE COD 
- “~ i. dial total. Of all units (Concluded from Page 1, Column 2) mission salesmen. Some are paid 4 lo ALG I 
sold in this period, 122,639 were in appliance industry have warned ‘Straight commissions while others ‘ - ee, CON Pe 
> the 11 to 12.9-cu. ft. category and against such “abuses.” have a base plus commissions and a at ie age Ac 
" 112,678 in the 13 to 16.9-cu. ft. size. . A member of the committee guaranteed weekly salary. Ri yy ae’ At 
he Total upright models sold in June Charged that some retailers are 2. Working hours. Since some sales- e 
was 1,489. In the first six months, dodging the 15% cash down intent men do not have regular hours, the f 
10,650 uprights were sold. of Regulation W by inflating the salary base must be expressed as an 
rs — trade-in value of used merchandise. average over a specified and repre- 
oe Ce By way of example, he said a_ sentative period. 
ee : "|| dealer may advertise a $150 radio for 3. The incentive character of com- COMPLETE A T L A Ss Ts! 
: NEW COST SAVING $200, then give the customer a $50 mission systems. Since commission 

P trade-in allowance on any radio rates are a form of wage incentive, ‘ . ; aie 
al - BR | brought in, charging on the instal- a ceiling on these earnings would A modern series of 3 simplified, practical training 
A AZING — elgg pee caine reduce individual initiative. manuals and reference books to help you with the 

. £ ’ 4. Adjustments in commission rates. ° * * eas . 
h, r & ALL OY S eimet at seusieing cash relation te Z ‘Sarsien ann enue. layout and installation of comfort air conditioning. 
i j : : . *,* . . . 

— + ae ae [ip agecteng more than a Specified trade- What period is representative to de- The Key to Air Conditioning gives you a whole picture 
“4 | | " Mficiale conceded O Smoree: termine base period earnings and of comfort air conditioning in crystal clear language 
it officials conceded. current earnings? Trends or increases 8 ry guage. 


| _PHOSCO 


WRITE FOR COST SAVING BULLETINS | 


gUNITED WIRE & SUPPLY CORP. 
, PROVIDENCE 7, RHODE ISLAND 


‘WE WILL BUY! 


DRYERS, BELTS, DEFROST TRAYS, 


But they said it might be possible 
to enforce the law by cracking down 
on manufacturers who recommend 
“no down payment” practices and 
on large advertisers. “No down pay- 
ment” advertising is causing particu- 
lar concern among committee mem- 
bers, it was said. 


Chandler Is Appliance Sales Mer. 


MEMPHIS, Tenn.-—-Aubrey Chand- 
ler is the new appliance sales man- 
ager of Mills-Morris Co. here, it was 
announced by Martin J. Lichterman, 
president. 


in earnings may be obscured, distor- 
ted, or hidden depending on the pe- 
riods selected. 

6. Variable factors over which the 
salesman has no control. These fac- 
tors, which affect commission earn- 
ings, include changes in prices, avail- 
ability of supply, and consumer cred- 
it restrictions. Several questions arise 
here, one of which is: To what ex- 
tent shall account be taken of price 
changes and their effect on earnings 
between the base and current periods, 
especially when there are no changes 
in the commission rate? 


What D’ya Know? 


clue, score 1. 


1. (a) New design improves heat 
transfer of these cooling units. 
(b) A chart gives data for each 
model. (c) “Radaire” is the trade 
name. 

2. (a) Advertising is an art. (b) 
Can it become a science? (c) 
Campbell-Ewald executive _ dis- 
cussed the problem with the Ameri- 
can Marketing Association re- 
cently. 


Try your memory on these clues about news and advertising. 
get the answer on the first clue, score 5; second clue, score 3; final 
Excellent, 25-30; Good, 18-24; Fair, 12-17; below 12, Poor. 


What did you see in this issue? 
if you 


4. (a) One answer to the price 
squeeze. (b) Of particular interest 
to the dairy industry. (c) Freezer 
manufacturer presents his views 
on “soft served” ice cream prod- 
ucts. 

5. (a) A different type of drier. 
(b) Circulates with refrigerant. 
(c) Diagram shows how “Thaw- 
zone” operates. 


6. (a) Compact dehumidifier 


It gives immediate answers to almost every problem 
in layout and installation. It covers the important } 
details that add up to larger profits on your air 
conditioning jobs. The author, James LaSalvia, is 
an experienced engineer of 30 years with extensive 
background in teaching and writing. 


MANUAL NO. K-1—The physics of air 
conditioning; use of charts; methods of 
ventilation; figuring air requirements; re- 
frigeration problems in air conditioning; 
use of fans; methods of air distribution. 
Psychrometric chart included with book. 


MANUAL NO. K-2—Sheet metal ducts 
(sizing methods, problems of design); dis- 
cussion of air cleaning devices; heat trans- 
mission coefficients; problems and tables for 
figuring heat gain; air through cooling 
coils; selection of cooling coils, expansion 
valves, compressors, and water cooling coils. 


MANUAL NO. K-3—General discussion of 


heating systems; selection of heating coils | 


(air friction, condensation); description 
and operation of evaporative condensers; IN 3 VOLUMES 
$2.00 Per Copy 


THE REFRIGERATION LIBRARY 


(ry 


ubliahere of AIR CONDITIONING 
ond REFRIGERATION NEWS 


water cooling towers; automatic controls; 
piping refrigerant, water, and steam; and 
insulation problems. 


CLIP AND SEND THIS HANDY ORDER FORM 


Business News Publishing Co. 
450 West Fort Street 
Detroit 26, Michigan 


Please send the following Key to Air Conditioning books. 


, K-1, $2.00 each copies x 
ICE CUBE 8. (a) A cooling soda tempts the which will filter room air as well ’ . Q serene pi ° [] check enclosed 
C TRAYS, ETC. reader of this advertisement. (b) as remove moisture is being intro- K-2, $2.00 each, ...... copies. bill 
Brewster, N. Y., firm makes a two- duced. (b) Unit was styled by K-3, $2.00 each, ...... copies. O me 
ABY QUANTITIES « MUST BE NEW coil cooler for beverage dispensers. Raymond Loewy. (c) Will handle 
Write, Phone Or Call For = (c) The initials “HXC” identify up to 8,000-cu. ft. space. RPT CT eT eT ee eee Cee ee er re er eee 
IMMEDIATE ACTION | products. Add 
* é PO Seb RACER RRA eA ee ew 
ACO Industrial Corp. Answers: ‘T ‘3d ‘19yIplunyep Mou S,clIlepIgiig “9 “Ff “Bd “OD spTeorweYyD 
W. 19 St., N. Y. 19, WAtkins 4-4302 aPISYUSIH “¢ “FI “Sd ‘HIe) S,jUepIseud “SJ 410z001q UspaMg ‘uosUeME “q¥ AdAIeH ‘pF Sere Tee eee ee ee NN ee 
(Send for Traco’s complete list ‘BI ‘Ad “oul “0D JesueyD-xX-389H “€ “9 “3d ‘edoq episuy “Z ‘9 “3d “di0D zjeq “T *Prepaid orders save shipping charges 9-3-51 ‘ 
of sensational bargains) — . 1: 
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PATENTS 


Week of May 22 (Cont.) 


2,554,322. LIQUID COOLING DEVICE. 
Fred Buchhorn, Jackson Heights, N. Y. 
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1. In a device adapted for the refrigera- 
ting of liquid, in combination, means in- 
cluding a thermal conducting wall de- 
fining a dry refrigerating chamber, a 
continuous conduit for conveying a liquid 
through’ = said_—srrefrigerating chamber. 
means including an outer insulating wall 
-defining a refrigerant chamber contiguous 
to said refrigerating chamber means and 
having said thermal conducting wall com- 
mon therewith, a second continuous con- 
duit in said refrigerant chamber fixedly 
attached to said conducting wall for con- 
veying a refrigerant therethrough, plastic 
insulating means in_ said_ refrigerant 
chamber for covering all exposed sur- 
faces of said second conduit and inner 
faces of said thermal conducting wall and 
outer insulating wall, and laminated in- 
sulating means fixedly attached to the 
exterior surface of said outer insulating 
wall, said insulating means in said refrig- 
rant chamber, outer insulating wall, and 
laminated insulating means being ar- 
ranged to prevent the formation of ice 
upon the refrigerant conduit and to lo- 
calize heat transfer between the two 
chambers. 


Week of May 29 


2,554,610. SECTIONAL REFRIGERATED 
DISPLAY CABINET. Ivar Benson, Se- 
attle, Wash. Application April 15, 1949, 
Serial No. 87,590. 3 Claims. (Cl. 312—107.) 


3. A refrigerated sectional display cabi- 
net, comprising: a plurality of cabinet 
sections forming display chambers ar- 
ranged together in end abutting relation 
and having display windows in the front, 
the lower edges of which windows are 
unframed, cooling means in said cham- 
bers, means for aligning and for securely 
drawing said sections tightly together, 
each said section having a bottom pan 
therein to contain fluids draining from 
above and from the windows a lip on 
said pan extending forward in spaced 
relation beneath the chamber display 
window and arranged in fluid draining 
relation to said pan, and an upstanding 
flange on said lip in front of the lower 
edge of said display windows. 


PORTABLE 
TAINED LIQUID COOLING APPARA.-. 
TUS. Frederick G. Riedel, Holyoke, Mass., 
assignor of one-half to Raymond 8S. F. 
‘Graham, Springfield, Mass. Application 
Nov. 23, 1949, Serial No. 129,063. 3 Claims. 
(Cl. 62—141.) 

1. In a portable liquid cooling apparatus 
a liquid cooling tank, being in vertical 
section of inverted U shape and receiving 
substantially within the vertical depend- 
ing sides thereof an hermetically sealed 
unit having a liquid coolant chamber and 
a chamber housing a motor and com- 
pressor operated by said motor, cooling 
coils connected to said coolant chamber 
and compressor and positioned in contact 


said vertical tank sides, condenser 
connected to said compressor sur- 


with 
coils 


rounding said tank in spaced relation 
therefrom and means controlled by the 
temperature of the tank to actuate said 
motor. 


2,554,848. METHOD AND APPARATUS 
FOR AUTOMATICALLY DEFROSTING 
EVAPORATORS. Thomas IL. Warren, 
Bloomfield, N. J., assignor to Tenney 
Engineering, Inc., Newark, N. J. 


aarerneere &F 
saw 


8. The method of defrosting an evapora- 
tor of a refrigeration unit in which hot 
refrigerant gas is circulated through the 
evaporator independently of a condensing 
unit for the evaporator, which comprises 
the steps of heating a fixed quantity of 
a liquid at a constant rate to a pre-de- 
termined temperature in a zone insulated 
from the refrigeration unit, said heating 
being carried out independently of the 
condensing unit during a_ refrigerating 
cycle of the evaporator, then heating and 
vaporizing a liquid refrigerant from the 
evaporator in said heated liquid and then 
circulating the vaporized refrigerant re- 
sulting from said heating of the liquid 
refrigerant through the evaporator, said 
heating and circulating steps being car- 
ried out with the connections between the 
evaporator and the condensing unit closed. 


2,554,920. FEED FOR REFRIGERANT 
INJECTOR FOR EVAPORATOBRBS. Harry 
A. Phillips, Chicago, Il. 


B yee gmae 


1. In refrigerating apparatus, the com- 
bination with an evaporator and a liquid 
refrigerant line for supplying refrigerant 
thereto, of a surge drum interposed in the 
suction line of said evaporator for accum- 
ulating liquid refrigerant to be recircu- 
lated through the evaporator, an injector 
having a nozzle of fixed size located at 
the inlet to the evaporator and connecting 
with the liquid refrigerant line whereby 
said refrigerant is delivered to the evap- 
orator by the injector action of the nozzle 
at a high velocity, an auxiliary cooling 
drum having the liquid refrigerant line 
extending through the same, means sup- 
plying liquid refrigerant to the drum so 
that upon evaporation thereof the same 
has heat exchanging relation with the 
liquid refrigerant line, and a float valve 
for controlling the supply of liquid refrig- 
erant to the cooling drum, the float of 
said valve being located within the surge 
drum whereby the level of the refrigerant 
in the surge drum controls the actuation 
of the valve. 


2,555,012. FLUID FLOW CONTROL 
SYSTEM AND VALVE THEREFOR. War- 
ren A. Spofford, Glen Ridge, N. J., as- 
signor to General Electric Co. 

1. An apparatus for controlling the 
flow of fluid in heat exchange with a zone 
to be conditioned in accordance with 
variations in the temperature of the zone 
comprising a valve body having an inlet 
and an outlet arranged in the path of the 


© 


$25,000.00 


I represent a client who desires to purchase patent 
rights in a system for automatic defrosting of fin coils 
used in forced-convection low-temperature refrigeration 
units. The method employed must be simple, and the appa- 
ratus required must be inexpensive and mechanically sound. 
Our requirements are for refrigeration units up to 5 h.p. 


As much as $25,000.00 will be paid for exclusive rights. 
depending upon the commercial value of the system as 
applied to our requirements, and the results of our patent 
investigation. Reply in writing only, and please give full 


information. 


fluid to be controlled, means for conduct- 
ing the fluid from said outlet into heat 
exchange relationship with said zone, a 
valve for controlling the passage of fluid 
from said inlet to said outlet, first and 
second pressure responsive devices, means 
for subjecting both said devices to the 
same pressure and for varying said pres- 


t 
| 
| 


Hy 
$ 
Ns 
$ 


sure in accordance with the temperature 
in said zone, means connecting said first 
device with said valve to open said valve 
when the pressure on said devices ex- 
ceeds a pre-determined value, said first 
device including means biasing said first 
device to its valve closing position and 
said second device including means urg- 
ing said second device toward said first 
device in opposing relation to said biasing 
means, said second device being operative 
at a pre-determined low value of the 
pressure on said devices to overcome said 
first device and open said valve whereby 
said valve is opened upon an increase in 
temperature in one range of operation 
and upon a decrease in temperature in a 
second range of operation, means for 
supplying heating fluid and cooling fluid 
selectively to said inlet, and means for 
actuating said last mentioned means to 
supply cooling fluid during said - first 
range of operation and heating fluid dur- 
ing said second range of operation. 


2,555,055. REFRIGERANT DISTRIBU- 
TOR. Frank C. Ort, Marcellus, N. Y., 
assigned to Carrier Corp., Syracuse. 


Ss 


1. In a distributor for a refrigeration 
system, the combination of a horizontally 
extending casing having an inlet therein 
through which refrigerant enters the cas- 
ing, tubes extending upward within the 
casing to receive refrigerant therein, each 
tube supplying refrigerant to a separate 
circuit of the evaporator of the system, 
and a horizontally extending baffle dis- 
posed within the casing extending longi- 
tudinally thereof between the tubes and 
the inlet, said baffle having upper and 
lower flanges, said flanges fitting against 
the interior wall of the casing, said lower 
fiange having openings therein to permit 
flow of liquid refrigerant from one side 
of the baffle to the opposite side thereof. 

2,555,125. AIR FILTER MEDIA. William 
K. Gregory, Louisville, Ky., assignor to 
Continental Air Filters, Inc., Louisville, 
Ky. 


1. An air filter having a media consist- 
ing of a plurality of preformed plates 
embodying a nesting series of curved 
corrugations, and a frame structure em- 
bracing and clamping said plates against 
each other in face. to face relation with 
their respective corrugations in reversed 
mating relation, adjacent plates having 
the opposite ends of their respective cor- 
rugations arranged in complementary 
relation to jointly provide an air inlet 
and outlet, and the intermediate portions 
of their respective corrugations being 
oppositely cuved to define separate chan- 
nels extending in angular relation to each 
other. 


2,555,161. REFRIGERATING SYSTEM 
WITH DEFROSTING ARRANGEMENT. 
Victor W. Smith, Trenton, N. J., assignor 
to C. V. Hill & Co., Inc., Trenton, N. J. 


/2, 
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Week of June 5 


23,374. CIRCULAR BEFRIGERA- 
TOR WITH PIVOTED ROTATABLE 
SHELVES. James E. Ramsey, St. Louis, 
Mo. Original No. 2,457,919, dated Jan. 4, 
1949, Serial No. 521,294, Feb. 7, 1944. Appli- 
cation for reissue Dec. 29, 1949, Serial No. 
135,671. 4 Claims. (Cl. 62—89.) 
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2. A circular refrigerator, circular 
shelves therein, a pivoted arm supporting 
each shelf, said arms being pivoted adja- 
cent the wall to swing out of the refrig- 
erator, and freezing and ice compartments 
above said shelves, said freezing compart- 
ment having an arcuate sliding closure. 


2,555,345. DEPROSTING MEANS IN 
ABSORPTION REFRIGERATION. Wil- 
helm Georg Kogel, Stockholm, Sweden, 
assignor to Aktiebolaget Elektrolux, 
Stockholm, Sweden, a corporation of 
Sweden. Original application July 4, 1942, 
Serial No. 449,761. Divided and this appli- 
cation Dec. 22, 1945, Serial No. 636,822. In 
Sweden May 28, 1941. 9 Claims. (Cl. 62— 
119.5.) 


1. A continuously operating absorption 
refrigerating apparatus utilizing a pres- 
sure equalizing gas, said apparatus com- 
prising a boiler, a condenser, an evap- 
orator, an absorber and a pressure vessel 
interconnected to provide a closed her- 
metically sealed unit, said pressure vessel 
being located at the top of the apparatus, 
a vapor lift pump for continuously cir- 
culating absorption solution between the 
boiler and absorber during normal oper- 
ation, and a second pump for absorption 
solution and connected to deliver absorp- 
tion solution to the pressure vessel for 
gravity flow through other parts of the 
apparatus, said second pump being oper- 
able at will to supply absorption solution 
to the other parts of the apparatus. 


2,555,425. COMBINATION BEVERAGE 
DISPLAY AND REFRIGERATING UNIT. 
Morris Stern, Indiana, Pa. Application 
May 6, 1949, Serial No. 91,822. 1 Claim. 
(Cl. 62—89.5.) 


A cooling and display stand comprising 
a tiered structure having a plurality of 
vertically spaced surface levels, said sur- 
face levels having a plurality of openings 
formed therein, sleeve-like means located 
beneath each of said openings for sup- 
porting bottles therein, said means con- 
taining apertures in the lower end there- 
of, a coil surrounding each of the bottle 
supporting means and connected in series, 
a condensing unit positioned within the 
case and connected to each of said coils, 
an inclined sluice-way located beneath 
said bottle supporting means to receive 
condensate therefrom and to deliver same 
to a receiving pan, positioned at the lower 
end thereof, and insulating material in 
the space between the plurality of sur- 
face levels and the sluice-way, said materi- 
al being closely packed around said coils 
and sleeve-like bottle supporting means. 


2,555,502. METHOD OF FREEZING 
FPOOD. Willard lL. Morrison, Highland 
Park, Dll. Application June 3, 1948, Serial 
No. 30,929. 1 Claim. (Cl. 62—173.) 
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The method of packing and shipping 
foodstuffs and the like which consists in 
loosely assembling a plurality of insu- 
lated metallic diffuser boxes, each of 
which is substantially filled with the food 
to be frozen in an insulating shipping 
receptacle, there being clearance between 
adjacent diffuser boxes for the passage 
of refrigerating fluid, then flowing refrig- 
erating fluid over all of the diffuser boxes 
from top to bottom, withdrawing the re- 
frigerating fluid from the bottom of the 
shipping receptacle and continuing this 
process until the contents of the diffuser 
boxes has frozen and the freezing of the 
contents has expanded the boxes to de- 
crease the clearance between and cause 
contact between adjacent boxes, then 
withdrawing the refrigerating fluid from 
the shipping receptacle and closing it 
with the diffuser boxes and their frozen 
contents therein, for shipping and storing. 


2,555,528. AIR CONDITIONING SYS- 
TEM. Henry W. Angelery, Englewood, 
N. J. Application April 26, 1946, Serial 
No. 665,190. 12 Claims. (Cl. 257—3.) 


1. An air conditioning system for an 
enclosure comprising air transmitting 
means to receive fresh air and deliver 
conditioned air to the enclosure, means 
responsive to the dry bulb temperature 
and the relative humidity within the 


-enclosure for dehumidifying and cooling 


the air, and means responsive to the rela- 
tive humidity conditions within the en- 
closure and said air transmitting means 
for rehumidifying the air within the air 
transmitting means. 


2,555,958. LIQUID COOLER. William L. 
Currie, Muskegon, Mich., assignor to 
Borg-Warner Corp., Chicago, Ill., a cor- 
poration of Mlinios. Application Dec. 13, 
1947, Serial No. 791,544. 5 Claims. (Cl. 62 
—141.) 


1. An evaporator for use in a cooler 
comprising a cylindrical tank having a 
reduced extremity, a cylindrical shell 
having end portions connected in sealed 
sleeve-fitting engagement with said re- 
duced extremity and the larger part of 
the tank to provide an annular chamber 
surrounding the reduced extremity 
through which a refrigerant may be cir- 
culated, and a plurality of circumferentially 
spaced concave depressions joining the 
shell and reduced extremity together at 
points intermediate the ends of said shell 
for reenforcing the evaporator. 


(To Be Continued) 
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2. A _ refrigerating system comprising 
a compressor, condenser and evaporator, 
a reheater connected between the evap- 
orator and the compressor for vaporizing 
refrigerant returning to the compressor, 
said condenser and reheater embodying 
tubes connected together by common heat 
radiating fins and a blower positioned to 
circulate air at a temperature above the 
boiling point of the refrigerant into heat 
exchanging relation with said tubes and 
fins. 


FOORMAN L. MUELLER — Patent Attorney 
105 W. Apams Srt., Cuicaco 3, ILL. 
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WE WILL BUY! 


SURPLUS 
REFRIGERATION CONTROLS 
PRESSURE and THERMOSTATIC 


ANY QUANTITIES « MUST BE NEW | 
i Write, Phone Or Call For Yansg 
IMMEDIATE ACTION 


TRACO Industrial Corp. 
455 W. 19 St., N.Y. 19, WAtkins 4-4302 


(Send for Traco’s complete list - 


of sensational bargains) 


Subscribe Now 
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MN 8 6 04. b dick as . Pree 


Receive the greatest trade paper in the Industry—Atr 
Conpitioninc & REFRIGERATION News. Published every week. 
Brings you latest news and vital information on household 
refrigeration, commercial refrigeration, air conditioning, 
home freezers; manufacturing, distributing, retailing, servic- 
ing, and contracting. Only $5 per year, 52 issues. 


Fill in coupon and mail today 


AIR CONDITIONING & REFRIGERATION NEWS 
450 West Fort Street, Detroit 26, Michigan 


Gentlemen: Send the NEWS for one year. 
C) $5 enclosed [J Bill me [J Bill the company 
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Government Contracts 


PROCUREMENT INFORMATION 


The following is a list of proposed procurements issued by_the 
various indicated U. S. Government procurement offices. This 
list is compiled and made available daily on a free pick-up basis. 
Prospective bidders may obtain comnts bid sets by a request 
to the purchasing office under which the purchase is listed in 
this Synopsis. Be sure to identify completely the bid invitation 
you wish by including in your request the item description, the 
invitation number or reference number and the opening date. 
This will save time in filling your request. For reasons of 
economy, specifications are normally not included with the bid 
invitations unless the specification is a new one. First time 
bidders on a particular item should request a copy of applicable 
= and drawings at the time the request for a bid 
is made. 


DEPARTMENT OF DEFENSE 


It is not necessary to refer solely to the issuing office for 
<dditional data on a bid invitation issued by any of the follow- 
ing U. S. Army Ordnance Offices: @rdnance Tank Automotive 
Center; Detroit Arsenal; Frankford Arsenal; Picatinny Arsenal; 
Raritan Arsenal; Rock Island Arsenal; Springfield Armory; 
Watertown Arsenal; and Watervliet Arsenal. Complete informa- 
tion on any purchase listed by any of those offices alone can be 
obtained from the Ordnance District Office nearest you. Its ad- 
cress is on file in your nearest Department of Commerce Field 
Office. Do not ask an Ordnance District Office for information 
on a purchase unless it is listed by one of the above-named 
offices. Ordnance District Offices do not have information on 
any other purchases. 

Invitations for Bids numbers will be followed by the letter 
“B."" Requests for proposals or quotations will be indicated in 
a if numbered, the number 


this column by the letter or, if 


‘will be followed by the letter ‘‘Q.”’ 


Description Quantity Invitation Opening 
No.. Date 

Headquarters—Wright-Patterson Air Force Base, Dayton 1, Ohio 

Replacement of existing ex- (33-601-52- 7 Sep 51 


haust fans in gables in Bldg. 11-B) 

T-263, Area A. 
Commanding Officer, Naval Supply Depot, Mechanicsburg, Pa. 
Attn: Code 778B 


Mise. refrigeration parts- 3797 ea 72-24672 Q 3 Sep 51 
mfgd. and to be supplied 
by Alco Valve Co. 

Mise. refrigeration parts, 245 ea 72-24701 Q 3 Sep 51 


mfgd. and to be supplied by 

James P. Marsh Corp. 
Wright Patterson Air Force Base, Dayton, Ohio 
Requests for proposals/Q/including data available for inspection 
at nearest AF regional office. eneral distribution not made 
from Wright Patterson Air Force Base. 
Duct, flexible 2itms 52-95-Q 10 Sep 51 


COMMERCE DEPARTMENT 


Chief, Procurement Section, National Bureau of Standards, Conn 
Ave. and Van Ness Sts. N.W., Washington, D 


GENERAL SERVICES ADMINISTRATION 


The General Services Administration is now selling 
standard Federal Specifications at its ten Regional offices. 
In addition, indexes (lists) of the standard Military speci- 
fications may be inspected at the GSA Regional offices, but 
the. Military specifications themselves are not for sale there. 
Inquiries may be addressed to the General Services Regional 
Office at any of the following locations: 

1800 Federal Office Bldg. 
911 Walnut Street 
Kansas City, Missouri 


Room 620, P.O. and 
Courthouse 
Boston, Mass. 


250 Hudson Street 
New York City, N. Y 


Room 7287 Federal 
Supply Bldg. 

7th and D. Streets S. W. 

Washington 25, D. C. 


50 Whitehall St., S. W. 
Atlanta, Georgia 


Room 528 Court House 
219 S. Clark Street U. 
Chicago, Illinois Seattle 4, 


1114 Commerce Street 
Dallas 2, Texas 


Bldg. 1-C 
Denver Federal Center 
Denver, Colorado 


630 Sansome Street 
San Francisco 11, Calif. 


S. Courthouse 
Washington 


Regional Information Officer, Region 3, General Services Admin- 
istration, Washington 25, D. C. 


Louvers, metal, made of the 300 ea 138 9-17-51 
best grade of cold rolled 
furniture stock steel 

Fan, exhaust, 16” blades, 1 ea 134 9-13-51 


diehl No. 16EXG16 


CONTRACTS AWARDED AS OF AUG. 23, 1951 


Description — Contractor and Address 


Yards and Docks Supply Office, U. S. Naval Construction Bat- 
talion Center, Port Hueneme, Calif. 


Spare parts 50 25,955 Industrial Air Condi- 
line tioning Equipment Co., 
itms 4169 Vedugo Rd., 


Los Angeles 65, Cal. 


Department of the Army, Los Angeles Ordnance District, 35 N. 
Raymond Ave., Pasadena 1, Calif. 

Valves, assemblies (not furnished) General Controls Co., 
801 Allen Ave., Glen- 
dale 1, Calif. 
General Services Administration, Federal Supply Service, 250 
Hudson St., New York 13, N. Y. 

470 ea Hunter Fan & Venti- 
lating Co., Ine., 390 
S. Front St., Memphis 
2, Tenn, 


Fans, Electric 12,116 


Fitting. flared nut union ono a e348 He General Services Administration, Regional Information Office, 
Fitting, bushing, reducer 15 ea B-2-429-52 9-4-51 Region III, 7th and D Sts., S.W., Washington 25, D. C._ 
Fitting, elbow, street, 90 degree 20 ea B-2-429-52 9-4-51 Fans, electric 600 ea 13,840 Emerson Electric 
Nipple, brass, rough 28 ea B-2-429-52 9-4-51 Mfg. Co., 8100 Flo- 
Coupling, brass 22 ea B-2-429-52 9-4-51 rissant Ave., St. 
Fitting, nut. coupling 24 ea B-2-429-52 9-4-51 Louis, Mo. 


Ice Cube Vendors Deliver 
Insulated Bags of 100 or 
500 In Philadelphia Area 


PHILADELPHIA—A new type of 
vending machine operation for this 
area has been introduced by the Ice- 
o-Matic Vending Machine Co. For a 
quarter, it delivers an insulated bag 
containing 100 ice cubes; for $1, a bag 
of 500 cubes. 

Machines have been set up out- 
doors on lots adjoining gasoline sta- 
tions in the Frankford, Mayfair, and 
West Oak Lane sections of the city. 
In each case, the units service large 
apartment house areas where the sup- 
ply of ice cubes in the individual re- 
frigerator is limited. 


The machines are in operation on 
a 24-hour basis, and because of loca- 
tion, allow for pick-ups by auto- 
mobile. Before the summer season 
is over, it is expected that more than 
a dozen such machines will be on 
location in various parts of the city. 

Coin units offering a similar serv- 
ice have been set up by the Ameri- 
can Ice Co. throughout the city. 


WE WILL BUY! 


SURPLUS REFRIGERATION UNITS 
BELT-DRIVEN HERMETICS 
1/8 H.P. to 10 H.P. 
Y QUANTITIES * MUST BE NEW 


Write, Phone Or Call For 2 
IMMEDIATE ACTION | 


2ACO Industrial Corp. 


5 W. 19 St., N.Y. 19, WAtkins 4-4302 
(Send for Traco’s complete list 


of sensational bargains) 
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Foreign Firms Want To 
Represent U. S. Products 


WASHINGTON, D. C.— Firms in 
Syria and France have notified the 
U. S. Department of Commerce that 
they wish to obtain an agency for 
American-made refrigeration and air 
conditioning equipment. 

Societe Commerciale des Machines 
& Materiel Industriel, Aleppo, Syria, 
seeks an agency for 200 units yearly 
of electrical household and commer- 
cial refrigerators from 6 to 100 cu. 
ft., 110 volts, a.c., 50 cycles; all kinds 
of electric refrigerator parts and ac- 
cessories, including compressor units; 
and 10 units yearly of electric air con- 
ditioning equipment, room and large 
sizes. 

Electro-Union, Bordeaux, France, 
desires an agency for washing ma- 
chines, refrigerators, and household 
electrical appliances. 


Haviland Joins M-H 
To Do Market Research 


MINNEAPOLIS—Fred R. Havi- 
land, Jr., senior associate with the 
New York market research and man- 
agement firm of Stewart, Dougall & 
Associates, Inc., has joined Minne- 
apolis-Honeywell Regulator Co. in an 
executive capacity. 

In his new post, Haviland will be 
concerned with the interpretation and 
development of Honeywell’s market- 
ing activities, said H. D. Bissell, M-H 
director of merchandising. 

Haviland served as research direc- 
tor of the advertising firm of Foote, 
Cone & Belding in Chicago before 
joining Stewart, Dougall & Associ- 
ates, Inc., shortly after the end of 
World War II. 
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ARE YOU CHANGING YOUR ADDRESS? 


If you are planning to move or want the NEWS sent to a 
different address, please use this coupon. Saves time and 
assures you uninterrupted service. Copy old address from 
NEWS wrapper if possible. 


This information helps us to make the NEWS serve you better. 
Sond to: AIR CONDITIONING & REFRIGERATION NEWS, 450 W. Fort St., Detroit 26, Mich. 


New address: 


Thor Gets Order To Make 
Thunderjet Air Frames 


CHICAGO—Thor Corp. has_ re- 
ceived a $2,000,000 order from Re- 
public Aviation Corp. to make air 
frames for the F-84 Thunderjet, John 
R. Hurley, Thor president, recently 
announced. 


Production on the order will be- 
gin later this year at Thor's Cicero, 
Ill., plant and will employ 200 per- 
sons. 

Hurley said the Republic order is 
the first step in a new Thor program 
to attract the greatest possible vol- 
ume of Air Force production to its 
plants. Meanwhile, Thor holds three 
prime contracts for the production of 
ordnance components, it was pointed 
out. 


Zerega Will Distribute 
Servel Lines In Seattle 


SEATTLE, Wash.—Zerega Distrib- 
uting Co., 515 Westlake Ave., N., has 
been named distributor for Servel re- 
frigerators and gas water heaters, 
John K. Knighton, vice president in 
charge of sales for Servel, Inc., an- 
nounced. 


Emanuel Zerega is president of the 
distributing firm, and James H. 
Marks is sales manager. Zerega or- 
ganized the company in 1949 as dis- 
tributor for Motorola radio and tele- 
vision sets. 

Marks, who has been engaged in 
appliance merchandising in the city 
for about 25 years, is part of the 
sales organization which includes five 
field representatives and four service 
personnel. 


G-E Credit Corp. Appoints 
2 District Sales Managers 


NEW YORK CITY—Two appoint- 
ments of district sales managers have 
been announced by the General Elec- 
tric Credit Corp. 

Judd J. Mohl, former manager in 
Milwaukee, will assume the sales post 
for the central district in Chicago. 

William J. Plunket, previously as- 
sistant to the southeastern district 
manager, is now district sales mana- 
ger in that area. 

Richard L. Schultz, who has been 
handling credits and collections, re- 
places Mohl as manager of the Mil- 
waukee office according to R. R. 


Campbell, who is central district 
manager. 
Fae 3 Mec: 


OPEN HOUSE was held at the new Buffalo branch of Melchior, 
Armstrong, Dessau Co. on Aug. 17. Among those in attendance 
were from left to right: George Yaeger, Kai Brandt, Mrs. Myers, 
Mr. Myers, and in the background Ted Coggin of Detroit Lubricator. 


M-A-D Buffalo Headquarters Holds 
Open House; Stone To Head Branch 


BUFFALO--Melchior, Armstrong, 
Dessau Co., which operates a chain of 
wholesale refrigeration supply houses 
in the eastern part of the country, 
opened its Buffalo headquarters at 
329 E. Genesee St. with an open house 
on Aug. 17. 

The M-A-D branch will carry a 
complete line of refrigeration sup- 
plies, including condensing units, and 
has private parking facilities. 

The Buffalo store will also have a 
teletype service to the main M-A-D 
warehouse in Ridgefield, N. J. to 
expedite shipments. 

George H. Yaeger, vice president 


Prevore Names Blumenstein 
Mid-Atlantic Agent 


BROOKLYN—-Harold Blumenstein 
has been named Middle Atlantic 
states sales representative for Pre- 
vore Electric Mfg. Corp. here, Sydney 
M. Prevore, president, announced re- 
cently. 

Blumenstein, who will make _ his 
headquarters in Philadelphia, will be 
responsible for sales of Prevore’s 
complete line of infrared and electric 
broilers and lighting fixtures. 

4>- 


of the company, and Kai Brandt, 
acted as hosts at the buffet supper 
celebrating the opening of the new 
branch. 

Yaeger announced that Doug 
Stone will be office manager for the 
Buffalo branch. Stone, who came 
from Buffalo, joined M-A-D in 1948 
after service in the U. S. Navy. He 
studied refrigeration engineering at 
Pratt Institute. Robert G. Mencer 
has been named sales engineer. He 
is a graduate of Alfred university 
and before his new appointment was 
employed for some time by a heating 
and air conditioning organization. 


Winchester Supply Sold 
To Shelton and Epperson 


WINCHESTER, Ky.—P. R. Smith 
has sold the Winchester Electric 
Supply Co. here to William Shelton 
and Owen Epperson, both of this. 
city. 

Shelton and Epperson said_ the: 
firm, which will continue to operate 
under the name of Winchester Elec- 
tric Supply Co., will handle electrical 
supplies, small appliances and home 
freezers. 


4 


RATES for ‘Positions Wanted"’ $5.00 
per insertion. Limit 50 words. 10¢ per 
word over 50. 

RATES for all other classifications $7.50 
per insertion. Limit 50 words. 15¢ per 
word over 50. 

ADVERTISEMENTS set in usual classi- 
fied style. Box addresses count as five 
words, other addresses by actual word 
count. Please send payment with order. 


POSITIONS AVAILABLE 


SALESMAN ON ref. fixtures & butcher 
supplies, capable of training, and hand- 
ling our Iowa sales, give full information. 
Cc. L. PERCIVAL REFRIGERATOR CO., 
Boone, Iowa. 


SALES TRAINEES with engineering de- 
grees desired by manufacturer of air 
conditioning and refrigeration equipment. 
Excellent possibilities for advancement 
with good salary during training period. 
Send complete resume of experience and 
background to BOX 3798, Air Condition- 
ing & Refrigeration News. 


SALES ENGINEERS with refrigeration 
and air conditioning experience, wanted 
by leading manufacturer of Lowside 
Equipment. Several excellent territories 
available. Send complete resume of ex- 
perience and background to BOX 3799, 
Air Conditioning & Refrigeration News. 


DESIGN ENGINEER—with refrigeration 
air conditioning experience. Must be good 
draftsman, familiar with design and in- 
stallation for large Carrier distributor. 
Excellent opportunity in Southern Indiana. 
Write BOX 3802, Air Conditioning & 
Refrigeration News. 


EQUIPMENT WANTED 


WANTED TO _ buy—5-hp. compressors 
high suction, air conditioning evaporator 
% hp. up with fan or blower assembly, 
1%-hp. to 5-hp. sealed motor-compressor 
for air conditioning, complete machineries, 
equipment to manufacture’ showcases, 
package type air conditioners. All above, 
new or re-built. Write MEELEX, 1448-B 
Quezon Blvd., Manila, P. I. 


EQUIPMENT FOR SALE 
REFRIGERATOR DOORS. 3’6” by 6/6” 


double batten auto close doors complete 
with removable track heads for a 72” 


track. 1%” corkboard insulation. 16 
gauge metal clad. Brand new. $95.00 
each. Freight prepaid in U.S. Door 


height will be altered for anything up to 
an 11 ft. 2 in. track for $15.00 additional. 
BIMEL CO., Cincinnati, Ohio. 


%-HP open and sealed type prominent 
brands condensing units complete; brand 
new; limited quantity; act now; $52. each 
FOB New York; write for specifications, 
other sizes also available; MANN RE- 


FRIGERATION SUPPLY CO., 15 Astor 
Place, New York 3, N. Y. 


CLASSIFIED ADVERTISING 


FOR SALE—while they last—standard 
makes—new hermetic units—static & fan- 
cooled cond. %, %, %, %, %. Open Units— 
%4—k—\. Relays—%—%—%—l4 9—also 
overload protectors. #673 Methyl T.X.V. 
Capacitors in jet-black steel case 190-240 
mfd. Small hermetic driers. 4” f1.—7%” 
overall Driers. Household Cold Control 
—w/Knob & plate. Also other parts and 
supplies. Send for our latest list and 
prices. Sold on money back guarantee. 
WALTER W. STARR, 2833 Lincoln Ave.. 
Chicago, Ill. 


NEW PROMINENT brand air-cooled con- 
densing unit, 4 hp. to 3 hp., and blower 
coils ranging from 2,100 B.t.u.’s to 9,700 
B.t.u.’s. Surplus inventory priced 25% be- 
low distributor's cost. Write for particu- 
lars. C. E. SUNDBERG CO., 615 W. 79th 
St., Chicago 20, IIl. 


SALE-—-ROOM coolers, Big name, top 
brand % HP window air conditioners, all 
new 1951 models, 5 year warranty, $229.00 
each. Reply BOX 3782, Air Conditioning 
& Refrigeration News. 


MARVAIR EARTH pump, the cheapest. 
method yet devised for year ‘round heat- 
ing and cooling. Gives 3 B.T.U.’s heat for: 
every B.T.U. of gas used for operating 
gas engine. Up to 225,000 B.T.U.’s of heat, 
and up to 10 tons of cooling. A bargain 
for anyone, but especially good for the 
refrigeration man who will install it 
himself. Used in distributor’s show room 
for demonstration purposes. Write the 
Air Conditioning & Refrigeration News, 
BOX 3800 for full particulars. 


BUSINESS OPPORTUNITIES 


ESTABLISHED ACTIVE business, house- 
hold refrigeration service and sales re- 
conditioned refrigerators—12 years. on 
Long Island in center of 100,000 popula- 
tion—business can be expanded to com- 
mercial refrigeration and air conditioning. 
Store including three room apartment 
$75.00 month. Si¢kness compels retirement. 
Full price $1500.00. BOX 3803, Air Condi- 
tioning & Refrigeration News. 


“SEALED UNIT Rebuilding-Basic Tools 
& Methods” now in its third and final 
printing. This course of trade secrets 
gives complete information on equipping 
a shop to handle this work. Information 
found nowhere else. $12.50 while supply 
lasts or write for details. H. CUSTER. 
Box 98, Center Line, Michigan. 


NORGE SEALED units remanufactured 
or exchanged. Immediate delivery from 
stock, 1 year warranty. Write for prices 
and shipping instructions. Genuine Norge 
terminals for Norge sealed units. Com- 
plete set of three, $1.15 plus postage. 
MODERN REFRIGERATION CO.. INC., 


12541 E. MeNichols Road, Detroit 5. 
Michigan. 
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Frigidaire Dehumidifier - - 


(Concluded from Page 1, Column 3) 


other such areas, so long as sufficient 
air passage space is maintained. It 
is 18% in. high, 20% in. long, 
and 11% in. wide and is finished in a 
harmonizing grey. There are conven- 
ient hand holds on either end of the 
shell and four leveling glides. 


Operation of the new Raymond 
Loewy-styled dehumidifier is simple. 
It is equipped with a “plug-in” serv- 
ice cord and a switch with ‘on’ and 
“off” positions. When operating, a 
suction fan draws room air through 
a special filter and over refrigerated 
coils. The moisture in the air con- 
denses and collects on these coils. 
This moisture then drops into a 
porcelain container or into a _ per- 
manent drain, as the case may be. 


Another new feature in the 1951 
dehumidifier is the drawer-type por- 
celain-finished moisture container 
with a capacity of more than 22 pints. 
This container pulls out of the lower 
section of the front. A metal handle, 
extending the length of the container, 
provides extremely easy handling. If 
desired, a rubber hose can be at- 
tached to provide for disposal of 
moisture to a permanent drain. 


The evaporator and condenser are 
vertically mounted. This year new 
finned cooling coils have been added, 
affording a more efficient operation 
and lower operating costs. 

Air circulation is provided by a 
four-bladed fan 8% in. in diameter 
powered by a !559-hp. electric motor, 
mounted on four rubber pads to re- 
duce vibration. 

Air is drawn through a new per- 
manent filter, which can be removed 
for cleaning, at a rate of 165 c.f.m. 
A ‘Y%-hp. rotary Meter-Miser com- 
pressor supplies refrigeration to the 
cooling coils. The unit will work most 
effectively, it is said, at room tem- 
peratures between 60 and 95° F. 
with a relative humidity of 50% or 
above. Both compressor and fan 
motor operate on 115 volts, 50/60 
cycle current. There is a 5-year pro- 


a 


tection plan covering the new unit. 
— 


NEW Frigidaire electric 
dehumidifier is designed 
to remove excess moisture 
in basement rumpus room, 
any room of the home, or 
places of all 


It is finished in 


business 
kinds. 

harmonizing grey and 
styled by Raymond Loewy 
to fit any surroundings. 
The unit can be plugged 
in to any 115-volt outlet 
and is controlled by an 
switch. It will 
the humidity of 


“on-off” 

' reduce 

an enclosed space up to 
8,000 cu. ft. in size. 


trade in 
refrigerators 
profitably 
“BLUE 


NATIONAL REFRIGERATOR 
MARKET REPORT, INC. 
DEPT. AC-1I. P.O. BOX 606 
LOS ANGELES 25, CALIF. 


WANTED 


GENERAL SALES 
MANAGER 


Experienced in Commercial Re- 
frigeration on National Distribu- 
tion Basis for old West Coast 
Manufacturing Concern. Please 
enclose resume of experience and 
qualifications to P. O. Box 95, 
Huntington Park, Calif. 


Copper Directive - - 


(Concluded from Page 1, Column 5) 


material orders calling for the same 
item wherever possible. In the event 
such diversion is not possible, the 
copper controlled material producer 
shall immediately submit a list of 
such orders to the copper division 
of NPA setting forth the names of 
the purchasers, description of mate- 
rial, the DO rating if any, and prob- 
able shipping dates. Production of 
such orders shall not stop unless 
specially directed to the contrary 
by NPA. 

For the purpose of this direction, 


all distributors’ stock replacement or- 4 


ders placed in accordance with NPA 
Reg. 2 and Direction 1 to M-11 shall 
be considered authorized controlled 
material orders. 

This Direction in no way prohibits 
the conversion of a non-rated order 
into an authorized controlled mate- 
rial order as provided in Direction 3 
to NPA M-11, nor does it in any way 
cancel a reservation of production 
provided for in Direction 3. 


MANLY FLEISCHMANN 
Administrator, NPA 
TELEGRAM 
Aug. 30, 1951 
This action is taken pursuant to 
CMP Regulation 1, Section 20. 
During this period of drastic cur- 
tailment of copper production and 
notwithstanding provision of NPA 
Regulation and orders covering the 
sequence of acceptance for shipment 
of deal rated and ACM orders, you 
are hereby directed to give prefer- 
ence to production and shipment of 
ACM order bearing an allotment 
symbol A, B, C, & E inclusive. Where 
it is not possible to stop production 
and divert material being produced 
on symbols other than A, B, C, & E 
you may complete such orders. You 
will be advised by the NPA of spe- 
cific directives not affected by this 
action. 
MANLY FLEISCHMANN 
Administrator, NPA 


Price Adjustments - - 


(Concluded from Page 1, Column 3) 


new order is likely to go into effect. 

The new controls law provides 
that manufacturers’ price ceilings 
can be set to reflect almost all cost 
changes between a pre-Korean pe- 
riod and last July 26. Present manu- 
facturers’ price orders permit only 
certain cost increases to be figured 
in, generally excluding increases in 
overhead and advertising. 

There is some feeling that the 
government may be stalling in the 
hope Congress will take action on 
President Truman’s plea that Con- 
gress will amend the new law and 
remove the Capehart amendment 
which permits the inclusion of all 
increased costs since the Korean war. 


New Bush Offices - - 


(Concluded from Page 1, Column 4) 


will lead a staff of sales engineers in 
the Chicago area, to be announced 
at a later date. 

Norton R. Miller will be district 
manager of the New York office. 

Miller has been associated with the 
heating and air conditioning indus- 
try for many years and will work 
with the present staff of sales en- 
gineers in the New York area. 

J. A. Muleahey, director of sales 
for Bush, and Ben Rist, sales man- 
ager of Heat-X-Changer Co., stated 
that plans are being made to continue 
the sales expansion program. 


Manning, Maxwell & 
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Moore Export License 


Revoked by OIT After Filing Mixup 


WASHINGTON, D. C.—The Office 
of International Trade (OIT) has re- 
voked the export license of Manning, 
Maxwell & Moore, Inc. and two of 
its employes for violating export con- 
trol regulations—all apparently due 
to a fouled up filing system. 

The company manufactures testing 
and recording instruments and con- 
trols and valves. 

The two employes are M. H. Edel- 
man and Edward Cacheiro, Jr. They 
were general export manager and as- 
sistant general export manager of 
the company at the time of the vio- 
lation but have since been reassign- 
ed to other positions, according to an 
OIT order signed by John C. Borton, 
assistant director for export control. 

Borton noted that the Compliance 
Commissioner, in his report on the 
case, “pointed out certain extenuat- 
ing factors in this case, in addition 
to his conclusion that the violation 
here was not willful or intentional.” 

A charging letter alleged that Man- 
ning, Maxwell & Moore filed an ap- 
plication for a license to export a 
quantity of temperature indicating 
and recording equipment to a named 
consignee in Hong Kong; that while 
the application was pending before 
the OIT, respondents were informed 
by their customer that the com- 
modity was for a different consignee 
in Tientsin, China; and that respond- 
ents failed to so notify the OIT as 
required by export control regula- 
tions. 

Borton said the respondents admit- 
ted, ‘for the purpose of this com- 


pliance proceeding only,” the charges 
made in the letter, waived all right 
to a hearing, and consented to entry 
of the order. 

“It appears from the Compliance 
Commissioner’s report,” Borton said, 
“that the violation was primarily 
attributable to careless and negligent 
supervision of the export department 
of the company by its responsible 
export officials... . 

“Although they (Edelman and 
Cacheiro) had received information 
about the change of the ultimate con- 
signee and destination while the li- 
cense application was still pending 
. . . they allowed the letter contain- 
ing this information to be misfiled 
by a clerk in their export department, 
and maintained their files in such 
condition that the information was 
not available for disclosure when 
other opportunities arose to inform 
the Office of International Trade of 
the facts. 

“It further appears that Edelman 
has previously committed other care- 
less infractions of export regula- 
tions.” 

Borton reported that when the 
heads of the company were informed 
of the case, “they took immediate 
steps to relieve the respondent em- 
ployes of their positions... and 
have reassigned them to other posts 
removed from responsibility for the 
conduct of its export trade. 

“The company has also reorgan- 
ized the operations of its export de- 
partment, placed it in charge of a 
responsible, experienced senior officer, 


and taken other steps to assure com- 
pliance with the export control 
ae 

“In addition, it may be noted that 
no export license was issued or ship- 
ment made in this case... .” 

Besides revoking the export licenses 
of the respondents, the OIT order 
also: 


1. Denied to Manning, Maxwell & 
Moore for three months “the privi- 
leges of obtaining or using or par- 
ticipating, directly or indirectly, in 
the obtaining or using of validated 
export license, for the export to any 
destination of any commodity on the 
Positive List.” 

2. Denied to Edelman and Cacheiro 
for two years, or until the termina- 
tion of export control, “the privilege 
of obtaining or using or participating, 
directly or indirectly, in the obtain- 
ing or using of export licenses, in- 
cluding general as well as validated 
export licenses, for the export to 
any destination of any commodity 
subject to export control.” 


Narpa Urges Co-op Tax-- 


(Concluded from Page 1, Column 2) 
by urging the taxation of tax-exempt 
businesses as for example the co- 
operatives. 

In his wire, he stated: 

“In every survey that we have con- 
ducted of our membership on the 
question of tax sources, a large ma- 
jority has consistently advocated tax- 
ing cooperatives and other tax exempt 
businesses. Therefore count the Na- 
tional Appliance & Radio Dealers As- 
sociation among those backing your 
amendment to the tax bill seeking 
taxation of undistributed earnings of 
cooperatives.” 
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‘We at Brunner recognize this fac 


to help you do a better business. 
And here is how: By designing ai 
manufacturing refrigeration con | 
densing units which, by every 
| standard of comparison, are seco _ 
to none. By providing you the — 
customer-serving advantages 0! 
complete range of capacities p 
adequate manufacturing faciliti 
to care for your requirements. 
Supporting you with direct fi 
tory help in sales, engineerin 
and installation problems. 
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